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Rough Proofs 


“To wake up gorgeously rested 
and refreshed, lay you down to 
sleep between a pair of heavenly 
Pacific sheets.” 

And the illustration of the ad 
in Life suggests to the gals that 
they don’t even have to bother 
with night-gowns. 
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Somehow or other there ought to 
be a possibility for real coopera- 
tion between the Lovable Brassiere 
Company, which has just started 
an advertising campaign, and Joy- 
ful Event Dresses, Inc., a new ad- 
vertiser of maternity garments. 
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The Industrial Sanitation Re- 
search Foundation thinks that top- 
flight janitors, those in the ace 
classification, ought to be called 
sanitors, but before putting too 
much into the promotion they 
ought to consult the morticians 
and the realtors. 
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A PM whisky ad had the high- 
est car card readership in St. 
Louis, the Advertising Research 
Foundation reports. And right in 
the back yard of Budweiser, too. 
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The publishers of “Who’s Who 
in America’ would like you to 
know about their directory of 
medical specialists, which “desig- 
nates the medical specialism” of 
each. This is a phrase especially 
designed for the specialists. 
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Magazine publishers are worried 
about that part of the housing 
shortage which has kept a lot of 
deserving publications from find- 
ing a place on the newsstands to 
lay their pretty heads. 
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Speaking of crises, the corn 
shortage threatens the supply of 
coated paper, AA reports. You’ll 
just have to reconcile yourself to 
more uncoated paper and unaged 
whisky. 
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The shoe finders’ association is 
going to spend $10,000,000 to pro- 
mote shoe repairs. Why not—your 
most comfortable shoes are the 
old ones you’ve just had resoled. 
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A magazine commentator says 
“LS/MFT” is the most unpopular 
radio commercial. That must mean 
that it’s heard and remembered 
by the most people. 
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Gladys the beautiful receptionist 
says she wonders how the copy 
men manage to spell trade names 
like Renuzit and Evervess the 
same way every time. 
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Some beautiful friendships have 
been built up in the feminine 
world by one gal letting another 
use the little card that entitles her 
to a pair of nylons at her favorite 
department store. 
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Anti-climax dept.: Right after 
the New York sports writers said 
Bob Feller was slipping, he shut 
out the Yankees with no hits and 
no runs. 

Copy Cus. 


Seals of Approval 


Standards Drafted 
by ASA Committee 


Rewritten Code 
to Meet Objections 
of Several Groups 


New York, May 2.—The Ameri- 
can Standards Association, in its 
first plunge into the consumer 
goods field since Secretary of Com- 
merce Henry A. Wallace agreed 
to give it a larger role in writing 
standards (AA, March 11), an- 
nounced this week that a sub- 
committee is at work rewriting a 
proposed “standard practice in 
public certification procedures.” 

The proposed standard would 
establish criteria for all seals of 
approval, certificates, labels and 
grade markings which purport to 
show that a product has been 
tested and meets certain specifica- 
tions. Although ASA standards 
have no legal standing, and are 
voluntarily agreed upon by all in- 
terested parties, one representa- 
tive of a group using a seal of 
approval told AA that “we just 
cannot afford to have an American 
standard in existence in that field 
and not meet its specifications.” 


To Report in July 


As the proposed standard was 
originally written, some widely- 
used seals of approval or guar- 
anty might not have qualified. An 
ASA committee met on April 26 
in an all-day session to discuss 
the comments and criticism ad- 
vanced by industrial, business, 
government and consumer groups, 
then appointed a sub-committee to 
rewrite the standard and to re- 
port back in July. 

Represented at the meeting were 
the Association of Consulting 
Chemists and Chemical Engineers, 
National Bureau of Standards, 
American Society for Testing Ma- 
terials, Federal Trade Commission, 
National Electrical Manufacturers 
Association, National Association 
of Purchasing Agents and Ameri- 
can Council of Commercial Lab- 
oratories. 

The proposed standard had been 
written in 1944 as a result of a 
request made by the Association of 
Consulting Chemists and Chemical 
Engineers in 1936. It was circu- 
lated for one year for comment 
and criticism, and letters were re- 
ceived from many business, labor 
and consumer groups. 

Certificates and seals of ap- 
proval are widely used by adver- 
tisers. Good Housekeeping, which 

(Continued on Page 177) 
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OUR “HATS ARE OFF” TO | 
THE OFFICE OF PRICE 
ADMINISTRATION 


and Our Pants Soon Will Be! 


We Know the Price But We Have No BEEF 


We Know the Price But We Heve No CATSUP 
We Know the Price But We Heve Neo JELLO 
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Heve 
Heve 
e Have 
We Know the Price But We Have PAPER BAGS 
We Know the Price But We Have 
We Know the Price Bu We Have NEW HOMES 
We Know the Price But We Hove SARDINES 
We Know the Price But We Have COCONUT 
We Know the Price But We Hove CHOCOLATE CHiPs 
¢ Hove 
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BANANAS MISSING—A Waterloo, la., 
voluntary chain uses the local prints to 
accuse OPA of shortages in about 
everything you can think of, except the 
familiar missing bananas. 


GM Seeks Crosby 


for New Program 


New York, May 2.—With Gen- 
eral Motors Corporation ending its 
sponsorship of the NBC symphony 
orchestra on July 28, about 20 
agencies are reported to have sub- 
mitted package shows to GM for 
this or other periods. 

The only program suggestion 
now being considered by the cor- 
poration, however, is said to be 
a half-hour variety show sug- 
gested by Foote, Cone & Belding, 
with Bing Crosby as first choice 
for the featured role. Although 
General Motors told ADVERTISING 
AcE that “if Crosby came along, 
we’d buy him,” Mr. Crosby said 
that “absolutely nothing has been 
decided.” 

The difficulty in signing up 
Crosby is his objection to par- 

(Continued on Page 77) 


Emergency Blackout Slows 
Chicago Industry, Trade 


Periodicals, Press 
Exempted; 24-Hour 
Power Limit Fixed 


Chicago, May 2.—Already limp- 
ing from shortages of coal, steel, 
meat and other essentials, this 
great industrial and commercial 
center today slowed to a crawl 
as electricity users moved to com- 
ply with a drastic state order cur- 
tailing electric power consumption 
to conserve coal. 

The Illinois Commerce Commis- 
sion established restrictions on 
electric consumption far more 
drastic than the federal govern- 
ment’s wartime “brownout” in its 
“public health and safety” order, 
issued Wednesday night. 

Industrial and commercial or- 
ganizations demonstrated an amaz- 
ing readiness to cooperate fully 
and swiftly with the state. Offi- 
cials hope that the order will cut 
power consumption by 40% and 
prolong by nearly two weeks elec- 
trie service from the estimated 
21-day reserve of coal. 


Utilities Help Greatly 

Much credit for swift compli- 
ance belongs to the Common- 
wealth Edison Company and 
affiliated utilities. The electric 
companies conditioned the public 
to the strike-incurred crisis 
through a clear-cut public rela- 
tions program, releasing photo- 
graphic evidence of dwindling coal 
piles, and organizing sales and 
service departments on emergency 
lines to handle a flood of telephone 
inquiries from industrial, com- 
mercial and home users. 

The utilities placed full-page 
newspaper ads throughout their 
territories to explain the order. 
Copy was signed by Common- 
wealth Edison Company, Illinois 

(Continued on Page 76) 


Last Minute News Flashes 
Prince Gardner Appoints Grey Agency 


St. Louis, May 3.—Prince Gardner Company, manufacturer of Prince 
and Princess Gardner billfolds and leather goods, has retained Grey 
Advertising Agency, New York. An expanded program in national 
magazines and newspapers is under way for the fall and holiday sea- 
son. E. R. Richer is account executive. 


Socony-Vacuum Sponsors Benny Goodman 

New York, May 3.—Socony-Vacuum Oil Company will sponsor 
Benny Goodman’s orchestra with Victor Borge as summer replacement 
for “Information Please’ on the full NBC network, Monday 9:30- 


10 p.m., EDT, beginning July 1. 


Compton Advertising is the agency. 


Schenley Appoints Peck for Liqueurs 

New York, May 3.—Schenley Import Corporation is scheduling a 
national magazine campaign for Marie Brizard French liqueurs, for- 
merly handled by Park & Tilford. Peck Advertising Agency has been 


appointed for the account. 


G-E Promotes ‘Self-Charging’ Radio 

New York, May 3.—General Electric Company will launch a maga- 
zine and business paper campaign this month, through Maxon, Inc., 
for a new “self-charging” portable radio, its first postwar radio set. 
The model will play for 20 hours on a single charge, by plugging into 


an AC house circuit. 


Marcal Tests New Paper Handkerchief 

East Paterson, N. J., May 3.—Marcalus Mfg. Company and its Chi- 
cago and Pomona, Cal., affiliates are testing Marcal handkerchief, 
the company’s first venture in the paper tissue field, with campaigns 
in New York, Chicago and West Coast newspapers, and in Western 
Family and Woman’s Day. The company has previously marketed 


paper napkins and Kitchen Charm wax paper. 


York, is the agency. 


Ivey & Ellington, New 


Newspaper ‘Net’ 
Appoints Madden 
Executive Head 


New York, May 2.—Edward D. 
Madden, vice-president and head 
of the central new business de- 
partment of McCann-Erickson, has 
been named executive vice-presi- 
dent and general manager of the 
American Newspaper Advertising 
Network, Inc., Harold B. Sher- 
wood, New York News, president 
of ANAN, announced today. He 
will assume the new post, at a re- 
ported salary of $60,000, June 1. 

Under his direction in the past 
three years, the new business de- 
partment is said to have doubled 
McCann-Erickson’s billings, from 
about $20,000,000 to about $40,- 
000,000. From 1933 to 1942, Mr. 
Madden was executive on the 
agency’s Standard Oil account 
group. During the war he also 
worked on the nationwide scrap 
metal and paper salvage programs, 
for both of which McCann-Erick- 
son was named task force agency 
by the Advertising Council. 

Mr. Madden helped to organize 
the agency’s sales promotion and 
public relations-publicity depart- 
ments, to extend its central re- 
search department, and to launch 
its continuing studies of news- 
paper and magazine readership 
and radio listenership. He was 
formerly with American Hard? 
Rubber Company, Reuben H. Don- 
nelley Corporation, and Ketterlinus 
Lithographic Mfg. Company. 


50 Papers in Group 

Incorporated last Jan. 1, ANAN 
now lists about 50 newspapers in 
three groups—Central, New Eng- 
land and Southeastern. South- 
western, Mountain and Pacific 
groups are now being formed. 

In the Central group are now 
listed 32 mewspapers, including 
seven Sunday papers, as follows: 
Baltimore Sun, Baltimore Sunday 


State ‘Sets ‘em Up’ 
for Ten Drinkers 


in Scotch Test 


Chicago, May 1.—The Illinois 
Liquor Control Commission this 
week “set ’em up” for 10 reputable 
drinkers to determine in a blind- 
fold test whether Scotch-type 
whisky made in Illinois is as 
palatable as the imported whisky. 

Depending on the test and other 
data, the commission will rule 
shortly whether local manufac- 
turers will be allowed to call their 
products American Scotch. 

The 10 drinkers called their 
shots inaccurately 31 out of 60 
tries. Each was given four shots 
of imported Scotch and two shots 
of the local product. Best shot- 
caller was James O’Brien, editor 
of the Illinois Beverage Journal. 
Ernest Byfield, hotel and restau- 
rant proprietor, guessed right only 
once in six times. 
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Sun, Boston Globe, Boston Herald- 
Traveler, Boston Sunday Herald, 
Chicago Tribune, Cincinnati 
Times-Star, Columbus Dispatch, 
Dayton News, Des Moines Register 
and Tribune, Des Moines Sunday 
Tribune, Milwaukee Journal, Mil- 
waukee Sunday Journal, Minne- 
apolis Star-Journal, Minneapolis 
Morning Tribune, Minneapolis 
Sunday Tribune, New York News, 
New York Times, Omaha World- 
Herald, Philadelphia Bulletin, 
Philadelphia Inquirer, Providence 
Journal-Bulletin, Providence Sun- 
day Journal, St. Louis Post-Dis- 
patch, Scranton Tribune, Scranton 
Scrantonian, Toledo Blade, Wash- 
ington Star and Washington Sun- 
day Star. 

The New England group in- 
cludes, in addition to the above 
Boston and Providence papers, the 
Hartford Courant, New Haven 
Register, Worcester Telegram- 
Gazette and Worcester Sunday 
Telegram. The Southeastern 
group: Atlanta Journal, Birming- 


ham News and Age-Herald, Char- 


lotte Observer, Chattanooga Times, 
New Orleans Times - Picayune, 
Norfolk Ledger-Dispatch, and Nor- 
folk Virginian. The San Antonio 
Express and Evening News are 
the first members of the South- 
western group. 


GROUP CIRCULATION 
TOPS 46,000,000 


New York, May 2.—AlI1 50 news- 
papers included in the American 
Newspaper Advertising Network 
total approximately 10,053,044 in 
daily circulation, bringing the 
total circulation of all units op- 
erating in the newspaper field to 
about 46,000,000. 

The Metropolitan Group, which 
includes many of the newspapers 
aligned in ANAN, will add its 48th 
member July 7, when the Chicago 
Sun becomes an alternate member 
for comics advertising. The group 
says its total circulation is 17,000,- 
000 for comics advertising, and 13 
million for gravure sections. 

The American Weekly will add 
the Atlanta Constitution on July 7, 
which will be the 20th newspaper 


Edward D. Madden 


carrying the magazine. Its current 
circulation figure is approximately 
8,249,786. 

On Sept. 1, the Cowles papers, 
the Des Moines Register and Trib- 
une and Minneapolis Star-Journal 
and Times, will be added by This 
Week. On the basis of the last 
circulation audit, This Week’s cir- 
culation is 7,650,000. 


Parade added its 20th newspa- 


per last week, when the Dispatch- 
Herald, Erie, Pa., came into the 
fold. Current circulation figures 
quoted by the magazine are 3,- 
010,810. 


National Magazines 
for O’Brien’s Candy 


Advertisements ranging in size 
from one to two columns, some of 
which will use color, are appearing 
for O’Brien’s Ltd., San Jose, Cal., 
maker of vacuum-packed candies. 
Magazines scheduled for monthly 
insertions are Collier’s, The New 
Yorker, Time and Time Overseas. 
Additional copy will appear in 
Pacific Drug Review and Post Ex- 
change, and one-minute spots will 
be used on Station WLW, Cincin- 
nati. Garfield & Guild, San Fran- 
cisco, is the agency. 


White Leaves CBS 


Paul W. White, CBS director of 
news broadcasts who has been with 
the network since 1930, will an- 
nounce his resignation in the next 
few days. He plans to write a 
book. 


To Sell Construction Machinery 
In Latin America.... 


Guillermo Haza says: 


“We are building large hangars and workshops for civil aviation 
equipment in Mexico. To make sure that our engineers and 
construction experts keep up with the newest and best in the 
construction industry, we ask them to read INGENIERIA 
INTERNACIONAL CONSTRUCCION.” 


Very truly yours, 
Guillermo Haza, T'reasurer 


AERONAUTICA ROBERTO FIERRO, S.A. 


Mexico, D. F. 


And thousands of others in Latin America are doing just what Senor 
Haza asks his engineers and construction experts to do. They are 
keeping up with U. S. standards of construction machinery, methods 
and materials by reading INGENIERIA INTERNACIONAL 


CONSTRUCCION. 


Each month INGENIERIA INTERNACIONAL CON- 
STRUCCION goes to thousands of key buyers throughout all the 


20 Southern American Republics. 


Each month it is read by more than 12,000 people who are road, pav- 
ing and building contractors; architects and civil engineers; govern- 
ment officials; mining, highway and sanitation engineers; railway men 


and importers. 


When you tell 


} your export sales 
INTERNACIONAL CONSTRUCCION, you tell it to the men 


who actually buy equipment as well as to those who greatly influence 


story in 


purchases made by others. 


Business Pustisners INTERNATIONAL CorPoRATION 
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INGENIERIA 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (inc.)1] 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 


aes 


ie, 


* 


Also Publishers of the Buyers Guides for Overseas Automobile Distributors, the Buyers Guides for Latin Ameri- 
can Construction and Industry, and the Latin American Pharmaceutical and Allied Products Buyers Guide. 
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Petrillo Defies 
New Law, Bans 


Video for Union 


New York, May 1.—James C. 
Petrillo, head of the American 
Federation of Musicians, today 
gave notice, in the union’s official 
organ, “International Musician,” 
that AFM members will not be 
permitted to work in television 
until the union determines what 
effect telecasts will have on em- 
ployment. 

Petrillo first banned AFM mem- 
bers from video a year ago. The 
decree today, which was coupled 
with reiteration of his previous 
ruling that FM broadcasters must 
pay for “stand-by” crews, is in 
direct contradiction to the so- 
called anti-Petrillo law signed a 
fortnight ago by President Tru- 
man (AA, April 22). 

In his article, the union’s head 
asserted that 18,000 musicians had 
been forced into idleness “almost 
overnight” by the advent of talk- 
ing pictures. The union is “de- 
termined to avoid a repetition of 
that tragic incident,” Mr. Petrillo 
declared. “Television is not go- 
ing to grow at the expense of the 
musicians. As television grows, 
the musician is going to grow with 
it, or we are not going to assist 
in its development.” 


‘Ladies’ Home’ 


Price Increased 


Philadelphia, May 1.—Curtis 
Publishing Company today boosted 
the single-copy and subscription 
prices of Ladies’ Home Journal, 
largest circulation magazine in the 
women’s field. 

The increases, to become effec- 
tive with the June issue, bring the 
single-copy price up from 15 to 25 
cents, and hike one-year subscrip- 
tions from $2 to $3, two-year from 
$3 to $5, three-year from $4 to $7 
and four-year from $5 to $9. The 
prewar newsstand price of the 
magazine was 10 cents a copy. 

Curtis is making the price boost 
“because of increased costs of pro- 
duction.” 


San Diego Paper Issues 
Unique Grocery Listing 
The San Diego Daily Journal, 
war-born newspaper whose origin 
was a thrice-weekly give-away 
(AA, Dec. 17, ’45), has completed 
a salesman’s guide, “The Great 


help salesmen cover city outlets 
efficiently. 

The 715 stores listed, complete 
with legal owners, addresses and 
OPA classifications, are run in a 
sequence that circles the city. The 
booklet also includes a list of 
wholesalers and chain store head- 
quarters, and maps of both San 
Diego and San Diego county. 


Paper is scarce and valuable 
... avoid hoarding and waste. 
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“AT LEADING PAPER 


THE MARTIN CANTINE COMPANY 


SAUGERTIES, N. Y. 
Specialists in Coated Papers since 1888 
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IKE so many of DOMESTIC ENGINEERING’s editorial projects, 
the “Cease Firing .. . by Hand” program was conceived to further the interests 
of Domestic Engineering Dealers and, through them, the manufacturer of prod- 
ucts having an application to the Domestic Engineering Market. 

More than a slogan, “Cease Firing . . . by Hand” is the keynote of a powerfully 
effective promotional effort which DOMESTIC ENGINEERING is placing at 
the disposal of its broad audience of contractor-dealers. 


To manufacturers of equipment essential to automatic heat and air condition- 
ing the broad use of DOMESTIC ENGINEERING’s “Cease Firing . . . by Hand” 


window posters and similar display material means greater acceptance of their 


... BY HAND” 


... WHAT THIS EDITORIAL 


PROGRAM MEANS 


TO Gow ! 


products. More than that, it means more sales at the points where automatic 
heat and air conditioning sales originate . . . in the establishments of Domestic 
Engineering Dealers. 

To these manufacturers this program demonstrates, once again, the aggres- 
siveness of Domestic Engineering Dealers as merchandisers. As with this pro- 
motional program, these dealers are dependent upon the pages of DOMESTIC 
ENGINEERING and other services of the DOMESTIC ENGINEERING organi- 
zation for their guidance. That’s one more reason why DOMESTIC 
ENGINEERING offers manufacturers their most effective means for reaching 
their best potential outlets. — 


*This display poster features the central theme of 
just one more of DOMESTIC ENGINEER- 
ING’S industry-wide promotional cam- 
paigns for its readers and adver- 


od 


Times a Winner 


on) 


1939, 1942, 1943, 1944 and now 1945! Five 
times DOMESTIC ENGINEERING has 


won top awards for outstanding editorial 
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achievement in competition with 400 of 
the nation’s leading business publications. 


DOMESTIC ENGINEERING CATALOG DIRECTORY FORMS NOW CLOSING... WRITE OR WIRE FOR DETAILS 
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Newspapers Unscathed 
in Minneapolis Strike 

Minneapolis Typographical 
Union No. 42, A F of L, went on 
strike May 2 after the Graphic 
Arts Industry refused to meet de- 
mands for $1.65 per hour. Present 
rate is $1.26% per hour. Employers 
increased their original offer of 
$1.45 per hour for 40 hours to 
$1.55 per hour for 37% hours, al- 
though the original offer was in 
line with a fact finding commis- 
sion’s report. 

Observers said they did not be- 


lieve Minneapolis newspapers 
would be affected by the strike, 
since they are under separate con- 
tract. Some 325 employes in 91 
shops were affected by the strike. 


KSWO Joins Network 


Station KSWO, Lawton, Okla., 
operating on 250 watts at 1150 
kilocycles, has become an affiliate 
of the Mississippi Valley Network. 
The station will broadcast “Town 
and Country Time,’ MVN’s farm 
service program, daily on Mon- 


New Business 
Council Plans — 
Wider Promotion 


Washington, May 2.—One of the 
outstanding promotional jobs in 
the public discussion of price con- 
trol renewal was chalked up this 


week by the New Council of 
American Business, a descendant 
of the “Business Men for Roose- 
velt Clubs” of 1944, which is using 
the price control fight as a spring- 
board to establish itself as a new 
national business association. 
Assuming a “David and Goliath” 
role, the New Council made front- 
page notice in more than 125 
newspapers over the weekend by 
proclaiming that NAM and U. S. 
Chamber of Commerce criticism of 
OPA policies failed to represent 
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the viewpoint and interests of the 
bulk of the American business 
men. 

Sounding board for the council 
was a “convention” here in the 
Statler Hotel, where from 100 to 
150 guests and members of the 
press heard OPA Chief Paul 
Porter, former OPA Administrator 
Leon Henderson, Sen. Glen Tay- 
lor and others warn that business 
“would be back in the doghouse” 
if a wild inflation resulted from 
the House OPA bill. 


days through Saturdays. Organized about six months 


ago, the council has a few hun- 
dred members, mostly in New 
York and Chicago, but is now set- 
ting out to establish additional 
chapters in Washington, Los An- 
geles and a number of other cities 
where small units are already 
operating. 

Its president is George C. Hatch, 
Ogden, Utah, president of the In- 
termountain Radio Network, and 
the old “Businessmen for Roose- 
velt” group. Its director, Henry I. 


; pension : : 
principal criticisms ‘on numerical weights to — 


...Tells What Railway | 


jon of railroad employess, of their 
hag me es answers to the ae sactory McCarthy, and others of its leaders P| 
right be done to make Your } ome e have been associated with the 
spi un to wove abe tar THOR WOON Wo r e r y in oO ay ft “Businessmen for Roosevelt,” and 
Only 21 per cet of respeeter working Tr successor organizations such as 
wre oat shed with the T h R e i : 4 “Businessmen for Wallace” and ||! 
the cl t “Businessmen for Bretton Woods.” 
ee e a i ro a n U s ry Coinciding with its convention 
act here, the New Council had a full- 
tions, the 


page ad in the Washington Post 
Saturday containing a message 


of Pensions from Stabilization Chief Chester 


Comprehensive Study Discloses 


columns ° : 
figures ot the toP of the Of the ‘i Bowles. Next week it will run 
thor, the relate yl botom Valuable Facts on Employee Relations 1,500-line insertions in Chicago, 


New York and Los Angeles. 
Has Small Budget 


With only a shoestring budget, 
amounting to about $5,000 con- 
tributed by members and friends, 
it hopes to extend its advertising 
to Detroit, Pittsburgh and Cleve- 
land, and possibly to San Fran- 
cisco, Seattle, Boston and_ St. 
Louis. 

Because of the limited source of 
funds, compared with NAM and 
others that it is attempting to 
combat, Ed Burnett, director of 
organization, will use only one 
newspaper in a city, and will not 
run repeat ads. The ads he runs 
are to win support for OPA, and 
to call attention to the organizing 
activities of the council. 

The council’s meeting here last 
week obtained time on both Mu- 
tual and CBS. It got a 500-word 
file on the Washington AP wire, 
and, with 600 words, was one of 
the three top stories on the UP 
file. 

The Porter speech was recorded 
for later rebroadcast on 350 radio 
stations. Nearly 500 letters and 
telegrams, containing $1,000 in 
cash and checks poured in after 
the 15-minute CBS broadcast Sat- 
urday night. Testimonials from 
small business men and manufac- 
turers will be used in future ads. 

The council has an eight-point 


Scarcely any information today is of more significance to 
the railroads than what railway employees are thinking 
about their industry. The effect that the workers’ opinions 
exert on conditions under which the railroads operate and 
on public opinion makes it particularly valuable to discover 
what the employees’ opinions are. To obtain such informa- 
tion — not previously available in specific quantitative form 
—the RAILWAY AGE undertook its Employee Opinion Study. 


How RAILWAY AGE Got the Answers 


The RAILWAY AGE and associated Simmons-Boardman 
railway papers arranged for the Opinion Research Cor- 
poration (Princeton, N. J.) to conduct a survey among rail- 
road employees. The Opinion Research Corporation has, 
for the past five years, made surveys among the public for 
the Association of American Railroads. For this study, they 
were engaged to survey the opinions of railroad employees 
— to find out what they think about the industry, its manage- 
ment, its earnings and its prospects. 
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Sample page from RAILWAY 
AGE Survey of Railroad 
Employee Opinion 


Write for Extra Copies NOW! 


The general results of this survey were published in the March 2 issue of 
RAILWAY AGE in a graphic 12-page insert. Requests for extra copies 
have been flowing in ever since. We suggest that you place your order 
now, for enough extra copies to cover the needs of your organization, 
before the supply is exhausted. If you have not yet seen a copy, we shall 
aa be happy to send one to you. 


Every important problem of the 


Railway Industry, be it a broad eee eee ee a a ee program built around an anti- 
policy matter or some specific | Simmons-Boardman Publishing Corporation, Dept. A5 BE mye Re ggg Rg Bed 
a . ~ . = 
operational task, falls within { 30 Church Street, New York 7, N.Y. J |mopoly business can ride out in- 
7 ihe scope of one or more of flation. The little business man 
3 the four Simmons-Boardman Please send me without obligation a copy of the Railway Age study “What Railroad Employees | goes bankrupt.” 

. Think About the Railroad Industry.” | The council asserts that business 

transportation papers. t ” . j is not properly represented by the 

sas NAM and the U. S. Chamber of 

As an example, the Employee MRL any ca aeus tad see acn uae aa ass ade SEE RE S jae 6 ee ree 
: Opinion Study indicates the I I is good for the country is good for 
. depth and breadth of RAILWAY | OO Ee eee Tee eee ee eee OU TUE ere TET eC Ree ee eee re ee I Leger .~ paok Sacinone wil 
’ . ’ e back in the doghouse if it as- 
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Never Underestimate the Power of a Woman! 


Nor the power of the magazine that 


attracts more women than 


any other magazine in the world. 


ome" JOURNAL 


ae i is ie saath at 3 ees : le aes ss . oo oa : Sec : # : i aie ie a - 3 er coe es re a ts nig 
! 
| fF 8 | 
| | 
7 a | : 
oe! r — | ‘i. 
L THE © | 
: | GREAT {/ Mo | : 
: one a | a — 
= ; : 
(| es ee eel | 
\ ‘oe. = 
. (~ ( i — ' Y* | ‘ 
cut —\ ft ( iP | : . 
Ro a 
aS — 
e -——s — 4 ———_ 
Ard ae-4 
\ % — 2 . 
\ a > a FP 
€ ‘ . 
| set 
sa \ si NN 
* ; 
ee 


Vee Le 


Dealer Co-op Copy 
‘Legitimate Tool,’ 
ANA Survey Finds 


Meets 'Racket' Charge 
in 80-Page Report, 
Giving Both Sides 


New York, May 2.—Although 
manufacturer cooperative adver- 
tising with dealers and distribu- 
tors “has been looked upon by 
some as a racket,” and “has been 
subjected to considerable abuse on 
the part of both manufacturers 
and dealers, . . . when properly 
planned and controlled it must be 
regarded as a legitimate merchan- 
dising tool,” the Association of 
National Advertisers points out in 
an 80-page report on “Vertical 
Cooperative Advertising.” 


The report, prepared by the 
ANA cooperative advertising com- 
mittee, headed by Ralph Winslow, 
Koppers Company, Pittsburgh, 
lists 18 advantages and 18 dis- 
advantages of this form of adver- 
tising. 

The advantages cited are: Lower 
cost; provides automatic control 
of expenditures; stimulates coop- 
eration of dealers; assures better 
dealer relations and more constant 
representation; helps gain addi- 
tional dealers; increases manufac- 
turer’s local prestige; increases 
dealer prestige; guides consumers 
to local sources of supply; in- 
creases effectiveness of national 
advertiser’s budget; provides 
broader coverage; localizes na- 
tional advertising; provides point- 
of-purchase tie-in with national 
advertising; greater selectivity; 
better timing; more effective copy 
appeals and better response; bet- 
ter check on effectiveness; better 
media selection, and assures bet- 
ter position. 

Several of the “advantages,” 
however, are also listed by critics 


of this form of advertising as “dis- 
advantages.” In the latter group 
are: Presents difficult problem of 
control; constitutes nuisance; 
places burden on national adver- 
tiser; presents legal difficulties; 
results in ineffective effort; diffi- 
culties: in evaluation; waste cir- 
culation; high cost; “results in 
drain on appropriation for na- 
tional campaign”; affects dealer 
relations adversely; creates diffi- 
cult sales job; results in lack of 
consistency, poor timing and poor 
media selection; offers opportunity 
for abuses; results in allowance 
being used as discount; reduces 
the quality of both copy and lay- 
out, and often results in poor posi- 
tion of the ad. 


Reasons Are Given 


Some of the reasons, on both 
sides, are followed with as many 
as a dozen or more amplifying 
reasons. Whereas 14 reasons are 
listed for high cost, for example, 
seven are cited as demonstrating 
lower cost. 

Among the high cost reasons 


RONALD E. BEAUCHAMP | 


| 


Kight-year-old Philadelphia aviation enthusiast gets big 


thrill from “Winged Victory Exhibit” sponsored by 


The Evening Bulletin. 


Young Ronald was one of the thousands of Philadelphians — young and 
old— who visited Franklin Institute last December to see the “Winged 
Victory Exhibit,” brought to Philadelphia by The Evening Bulletin in 
co-operation with the Army Air Forces. 


He saw seventy large paintings of famous Army air heroes and many 
action close-ups of aerial combat. He also viewed the amazing products 
fashioned by Army airmen during lonely hours in German prison camps. 
Young Ronald was particularly excited about a violin which one Yank 
built from bed slats, aided only by a knife, razor blade, broken glass, and 
some glue scraped from prison furniture. 


This interesting and inspiring exhibit was typical of the special service 
The Evening Bulletin continuously offers to the more than 3,000,000 
people in the Philadelphia area... America’s third largest market. 


These extra activities show how closely The Bulletin lives with the people 
of Philadelphia. They help to explain why The Bulletin is the preferred 
newspaper of these people... why they trust its editorial content... 
why they use its advertising columns as their reliable shopping guide. 


* * * 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 
circulation in America. It is read by four-fifths of the Philadelphia families. 


IN 


PHILADELPHIA—NEARLY 


EVERYBODY READS THE BULLETIN 


are: Expenditures are large for 
the results achieved; cost often 
too high for resultant increase in 
sales; cost per advertisement is 
high because of special handling; 
use on an equitable basis requires 
a large appropriation, and ‘“con- 
stitutes uneconomic inroad into 
national advertising appropria- 
tion.” 

For lower cost are cited: “Pro- 
vides an extension of the manu- 
facturer’s advertising dollar, en- 
abling him to obtain at least $2 
of advertising for each $1 of his 
own investment”; “enables news- 
paper advertising to be placed at 
a rate the national manufacturer 
cannot obtain”; saves money on 
introductory information; provides 
relatively inexpensive support for 
national advertising, and extends 
the scope of modest appropria- 
tions. 


Dealer Support Cited 


Perhaps the outstanding advan- 
tage cited is the stimulation of 
active dealer cooperation and sup- 
port, and the principal disadvan- 
tage the manufacturer’s lack of 
control of such programs. 

The committee presents “one 
small straw of evidence on the 
subject of whether or not coop- 
erative advertising enhances 
readership: The Continuing Study 
of Newspaper Reading shows con- 
sistently higher readership for the 
average of local store advertising 
than for the average of national 
advertising. Whether this argues 
for better readership for coopera- 
tive advertising over the dealer’s 
name is not certain. Where the 
advertising is truly local in char- 
acter, the chances are great that 
the readership will be higher.” 
The cooperative advertising 
practice with dealers is said to 
have originated with Warner 
Brothers, corset manufacturer, in 
1902. It spread to other indus- 
tries, notably automobiles and 
household equipment, after World 
War I. “The rise of chain stores,” 
the report says, “undoubtedly had 
an effect on the spread of adver- 
tising allowances in the grocery 
industry, and as the large and 
powerful chains exerted more and 
more pressure on the manufac- 
turers, these advertising allow- 
ances assumed the nature of secret 
sales discounts.” 


Record Volume Possible 
The depression of the ’30s, it is 
shown, had little effect on the 


volume of cooperative advertis- 
ing. It became “subject to more 
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and more abuse... which resulted 
in the passage of the Robinson- 
Patman law,” effective on June 19, 
1936. World War II virtually 
eliminated this advertising for 
such products as automobiles and 
household equipment, and reduced 
it in others, such as the “scarcer” 
foods. But with the “battle of the 
brands” now being resumed, “the 
volume of cooperative advertising 
will again rise to its prewar 
heights or higher.” 


Newspapers Favored 


In a survey completed by the 
ANA in September, 1944, 66 com- 
panies reported that they were 
then using cooperative advertising. 
Of these, 89% cooperated with 
dealers on newspaper advertising; 
52% on radio, and 33% on out- 
door. There was, of course, some 
duplication. 

Newspaper rates, however, still 
“pose troublesome problems” in 
the effective use of such adver- 
tising. The most recent ANA 
study of local-national rate differ- 
entials showed the average na- 
tional rate in 100 large cities, 
based on 10,000 lines, exceeded the 
average local rate by 59%. 

The report quoted a study by 
C. H. Sandage which showed 
“widespread differentials . . . for 
spot radio.” “Of 210 stations re- 
porting national and local rates, 
160, or 76.2% .. . quoted retail 
rates at a discount.” On the other 
hand, “large stations . . were 
less prone to give lower rates to 
retailers than to national adver- 
tisers. . . Sandage found that the 
size of the discount to local buyers 
ranged from 75% to 5% and the 
average for 160 stations was 39%.” 


Scott Study Quoted 


report devotes about 15 
pages to digesting findings of 
James Dacon Scott published by 
the Harvard Business School in 
1942 under the title “Advertising 
Programs for Products with 
Selected Distribution.” The ANA 
committee says that “it is unfor- 
tunate that no similar study of 
advertising programs for prod- 
ucts with dense distribution is 
known to exist. However, since 
dense distribution implies fiercer 
competition for dealer support, 
perhaps an analytical approach to 
the question of cooperative adver- 
tising for such products is... im- 
practical. In the last analysis, the 
decision usually rests on the de- 
gree of brand preference and ex- 
pediency.” 


The 
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NEW ORLEANS 
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A DEPARTMENT OF LOYOLA UNIVERSITY | 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS— CLEAR CHANNEL—CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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FOR EXCELLENCE IN FEATURE WRITING- 


Each year Washington State newsmen await the presentation of the Washington State Press 
Club’s awards for distinguished newspaper writing . with as much eagerness as Hollywood’s 
movie colony greets the famed ‘Oscar’ selections. So when one newspaper, the Seattle Post- 
Intelligencer, made a clean sweep of all three prizes in feature writing, it provided a-sensation 
in every newsroom of the state as well as dramatic proof of the journalistic excellence of this 


newspaper’s local staff. 


Carlton Fitchett, veteran member of the staff, took first prize for his famous ‘Rediscovering 
Washington” series... articles which brought more comment than any local newspaper feature 


in years. The second award was won by Anne Stewart with her poignant story “One Scrap- 
book Page Blank -- For Regrets”, the account of a war widow’s scrapbook. Berne Jacobsen’s 
masterful account of Vidkun Quisling’s trial took the final prize. It was written in Norway as 


one of Jacobsen’s “Reports From Scandinavia” for this newspaper. 


Good writing makes good reading . . . and that is one of the many reasons why the Seattle 


Post-Intelligencer is “everybody’s newspaper” in the great Pacific Northwest. 
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ae | At presentation banquet, Aberdeen publisher “ere 
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Pabst Drops Kaye 
and Signs Cantor 
for Sept., 1947 


Chicago, May 3.—Pabst Sales 
Company, reported for some time 
as ready to discontinue the Danny 
Kaye show on CBS for another 
comedy program, announced today 
that a contract has been signed 
with Eddie Cantor to start in Sep- 
tember, 1947, in the present Kaye 
spot, Friday, 10-10:30 p.m. Come- 
dian Cantor has been signed on 
a two-year basis with option for 
additional two-year terms, through 
Warwick & Legler, New York. 

The move came as a surprise in 
the radio industry this week as 
Cantor has been practically an “in- 
stitution” for Bristol-Myers Com- 
pany, and has been one of the 
Hooper “top fifteen” programs on 
NBC for various B-M products 
for some years. Mr. Cantor, who 
has been previously handled by 
Music Corporation of America, 
also will shift back to the man- 


agement of William Morris & Co., 
New York. 

Pabst’s sponsorship of Danny 
Kaye terminates at the end of May, 
and the brewery is currently 
searching for a replacement to fill 
the time until Cantor = starts. 
Agency for the Cantor show is 
Young & Rubicam, New York. 


Meritt Precedes Drive 
with Drug Store Plan 


Meritt Chemical Company, 
Greensboro, N. C., prior to a na- 
tional drive in magazines, is mail- 
ing 54,354 sets of its powder 
packages for athlete’s foot, prickly 
heat and other skin irritations to 
every retail drug outlet in the 
country. Enclosed are broadsides 
of the ads, copies of the Fair 
Trade list, counter displays and 
50-cent packages of the product 
for resale and professional use. 

The national campaign will start 
with a half-page ad in the May 27 
issue of Life, followed by a two- 
thirds color page in the June is- 


sue of Good Housekeeping. Agency 


is Madison Advertising Company, 
New York. 


Elder Urges ‘Status Quo’ 


to Keep Radio Democratic 


Willard Deplores 
FCC Renewal Power 
Over Radio Stations 


New York, May 2.—If radio is 
to do its share in selling goods and 
services necessary for a prosper- 
ous America with full employ- 
ment, the commercial aspect of 
the industry should be kept “free 
from unwarranted restraints and 
excessively arbitrary regulation,” 
Robert F. Elder, assistant to the 
president of Lever Bros. Company, 
told guests last night at the Na- 
tional Radio Awards Dinner of the 
second annual radio and business 
conference, sponsored by the 
school of business of City College 
of New York. 

“Intelligent self-regulation by 


advertisers and broadcasters,” Mr. 
Elder said, “is the real answer” to 
the question of how much time on 
the air should be devoted to ad- 
vertising. The radio industry’s 
record to date speaks for itself, he 
added, and broadcasters should 
not have to adopt regulations 
“under the express or implied 
threat that otherwise their licenses 
will not be renewed.” 


Dislikes Trend 


Pointing out that the Federal 
Communications Commission 
seems “to be steadily moving to 
tighten control over radio,” Mr. 
Elder said that “as good Ameri- 
cans we ought to fear this ten- 
dency and hate it.” Admitting 
that there is some “vulgar com- 
mercialism” in radio, the Lever 
Bros. executive praised the con- 


These dealers ... 
Rate CAPPER’S FARMER Readers High 


Here are the reports of prominent dealers of 
Plattsburg, Clinton County, Missouri, who 
inspected the Capper’s Farmer subscription 
list in a recent survey of rural dealers all 


over Mid-America. 


The Capper’s Farmer subscription list is composed 
of our most prosperous and substantial farm families.” 
H 


° BD. Lawler—Druggist 


“T regard these farm families as my best customers.” 
J. 


““Capper’s Farmer reaches the upper-bracket farm 


Ww. R. Clark— Building Materials 


“These farm folk rate high as farmers and customers.” 
eorge Fry—Farm Implements 


families.” 


“T welcome the opportunity of doing business with 
all these Capper’s Farmer readers. 
>. Bi Lyon—Home Furnishings 


““Capper’s Farmer readers are high-class farm 
° Tinnen— Automobiles 


‘amilies. 7 


‘These are high type farm families, reliable and finan- 
cially responsible. ” E. S. Gibson— General Goods 


“Ca per’s Farmer 


readers are the big income farm 
fami tes of ourarea.”’ Carl Halferty— Farm Supplies 


Musser—Grocer 


ed 


The Farm Magazine That Dominant Farm Families Heed 


And such an important ally —for advertisers as well as the 
prosperous farm families who rely on it daily. For Capper’s 
Farmer plays an indispensable role in the living and 
buying habits of 1,275,000 dominant farm families through- 
out Mid-America. Because it offers these leading farm 
families the practical, profitable sort of help they want— it’s 


the farm magazine with real influence on their buying habits. 


Yes, when you advertise in Capper’s Farmer, you can 


count on sales results from Mid-America’s dominant farm 


families — families that dealers consider best customers. 


ne 
asda 
iced 
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Advertising Age, May 6, 1946 


tribution radio advertisers made 
during the war to “many public 
causes,” as well as the culture 
radio brings into millions of 
American homes. ; 

He also cited recent public opin- 
ion polls made by the National 
Opinion Research Center, Denver, 
and the Minnesota Poll of Public 
Opinion, both of which showed 
how well radio “as currently con- 
stituted, is operating in the public 
interest.” 

In conclusion, Mr. Elder said 
that “as advertisers and broad- 
casters, we need to perfect our 
methods for determining accurately 
what the public wants—we need 
to foster experimentation—and we 
need to get away from arbitrary 
decisions . . . and place greater 
emphasis on soundly determined 
public reaction.” 


Views Vary on ‘Blue Book’ 


At an earlier session of the con- 
vention—a panel meeting on the 
merits or demerits of the recently 
issued FCC “blue book’?— A. D. 
Willard Jr., executive vice-presi- 
dent of the National Association 
of Broadcasters, said the NAB 
“objects most strenuously” to the 
FCC assuming power over pro- 
gram content and scheduling. The 
commission’s power over license 
renewals is dangerous, he added, 
suggesting that stations should 
have regress to court action, rather 
than be solely dependent on the 
decisions of “seven men.” 

Taking an opposing view, Ed- 
ward M. Brecher, general man- 
ager of Metropolitan Broadcasting 
Company, said regulation by the 
FCC is “the only way” if the in- 
|dustry cannot regulate itself. The 
|report will mean an improvement 
in programming, he added, and 
represents a revival of the FCC’s 
“continuing interest in better pro- 
grams.” 


Predicts FM Ascendency 


Further criticism of the FCC 
‘came up at the panel session on 
frequency modulation, when man- 
ufacturers pointed out that the 
| purchase of FM sets by the public 
has been held up by the commis- 
sion’s action in moving FM to 
higher frequencies. 

Leonard L. Asch, president of 
WBCA, FM station in Schenec- 
tady, N. Y., predicted that in two 
years FM will replace standard 
broadcasting except for high-pow- 
ered transmitters in rural areas. 
He is using local newspapers to 
advertise the fact that AM sets 
are obsolescent now. 

Frank W. Mansfield, director of 
sales research for Sylvania Electric 
Products, said production of FM 
sets will reach 16,000,000 within 
the next two years, citing a Syl- 
vania survey in which 67% of 
those interviewed said they would 
buy FM sets, even at a greater 
cost. 


Holbreok Elected 


President of Compton 


Robert D. Holbrook, executive 
vice-president of Compton Adver- 
tising, New York, has been elected 
president of the 
agency, suc- 
ceeding Richard 
Compton, who 
will become 
chairman of the 
board. Mr. Hol- 
brook joined the 
| company in 1933 
‘after working 
for four years 
/in various ex- 
/ecutive capaci-_ . 
| ties with Gen- 
| eral Foods, New R. D. Holbrook 
/York. He served as a lieutenant 
/colonel in the Army for two years 
‘during the war. 
| Mr. Compton, who announced 
‘the move had been in the works 
|\for some time and was postponed 
| by wartime conditions, explained 
that he “intends to make the 
down-beat stronger on over-all 
advertising strategy and over-all 
advertising creation for all of our 
clients.” 
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“People don’t like to play footy-footy under the table” 


By the United Press. 
WASHINGTON, March 25.— 
Bernard Baruch told Congress to- 


day that .--- his chief con- 
|cern was to let the people know 
‘what the government was doing. 


“We can’t keep the people in the 
dark,” he said. “If the American 
people are told what you are go- 
ing to do and why, they’ll do it. 

“People don’t like to play footy- 
footy under the table in the dark. 
They want to know what they’re 
going to have to do.” 

He told the House Banking 
Committee he was in favor of the 


ries 


The sole purpose of The United States News 
is to “let people know” what the govern- 
ment is doing...and to let them know 
“what they’re going to have to do.” 


That’s why more and more top management 
men are reading this publication every week 
from cover to cover— 


new subscribers since last August. 
* 


Important people demand the news of govern- 
mental action. They need to have this vital news 
spot-analyzed, explained and forecast —com- 
pletely, accurately, interestingly —and no 


footy-footy. 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 
corporate and family buying 
* 


Daniel W. Ashley 
lice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


Read by more than 1000000 men & women Consumers 


: he ae F : 2 saa bits Oe i, ae fe i bps ae PR PEN. ay see ee en ear a 
ues a . 3 ae ie Pyare ¢ ae aie tn eas iti eS: 3 reais 4 sai gt per Or tee AE Fe ay abe peas coy, ate ee ee Me a lag Se Sree 5 a 
ae FF ahha: 4 ge pen ecu! bess por we gt 5 peak Bie CET a ee. eR: ek, Sema ee ae erm ines FING sem pe a 
: ~ fs " i j : = sate 4 a 4 ee, a : Bie) hee aie J an e so p Ki foe ; ¥ ; ; 2 = ‘ o 
te 
{ — . “is 
{ 2 
BYteiliig  ~ ee a a Remo et ee et) Pak Psa er os iat 
Ct ee ey Ao alee | ae ag Mee eer ee : 
ee oe te eee Zi ie a2 i. Rie Reanim 1 " 
i es i BSc ee — (eee ieee Eee cs > OU anc cecal en ne 
| a a fe —— OSS ae RT : 
or oe ae Z a EA tine aia a 
: ee ae ee ; - jae Ri . 
| . ee gee a: BE Pe, ; , : 
a ae aie a Bx ps aia ees. - 
ae ee: ian is ¢ es fs dares “Sane ee: i.) ae ce 
ae 2 Ms ee a ke 4 oe BN 
i pane al Ym Nb Geiss Sho aa eer : on ee: 
le a <e cc a a 
te ‘ — a 
oe ie — tt 
3 So ih, es pe a -. ; ee . 
<u ee. ie ES ‘Galea 
ah CASS Raina #€f ‘ : _— i 
et, geet heel eae ee ee ™ ‘ I ; ie 
Ae Ba ss ey fe peated a + S sf = * 
—— ———— 
' i Ne EN Fgh poe Le 1D wig Se $ y: ae Beis, ° . 
————— ll “ ae 
SEC ag eae i ee RS ae 
ie 2 ee ee i eg ” ee 
Pee er , ‘ OE ey eae 
, Ais — Ae Sas ‘ * ck mer tow 
ge A ere i ; a oN ae a 
“4 ee , See ome Z - ae »" ce 
j EA ae ee : 4 . < 
aM BoP ie ES as WX — i * ; - re 
1 Fre eee oa ONY ‘ ste 
Mera i i 3, > 2 
f + an é ce Ne ae Jag - 
d B. Sake ae ON ; So wie et ae Bees 
F i a ae ff. eee ie. eae — 
el ’ aa y ue ores PR Pe es > 
P ae a F es ‘ * ae minis re i as ek ae SF 
, nay os ot gins Bama Let ee 
1 - ee ee i ee 7 ayes Ge wees & a a, ea 
ene BS f° ghee oS S area senna pe 
? oe 4 ~ ep od ee 1s + i eS al eae = Pa: ey 
Bits et, (ee oS ee i ; ae 7 — 
wae. EE ee a a a 
ee — eR eae ra i eee ee jos ¥ 
— | te a ae. ale am ee oat # : ess Ly 
si ~@ ‘ Se  e eee ra 7 
: F es ees . es 
J oe : : i 
a: f . Oe 
J a . i re 
‘ , _ EE ee 
; * aa oe 
L Fe 
| ee 
> 
> 
p 
| a mi 
ns 
a 1 ' 
Basen 
ee 
mee 
f ; 
| ae 
ses 
“2 
os 
ae. 
‘see 
co 
a 
» _ - 
ie) 
a 
Ss. 
0 
ts ; 
of f oe 
. oh 
ic ee 
ae 
VI Aoi 
n ae 
of 
’ o 
d THE 7 
‘ CO Ne 
oY f nes , ee 
co eee he 
ni te F 
b a a 7 
al ald ope 
| tates > 
4 Pee, > » 
2d » | : 
| i ve 
| paki 
\ Soe 
a 
A i 
ee : 
i 
Bet 
. ae 
bs oi 
nt 
- 
irs 
is po 
Ks 
ed k 
ed 
he 17 ; 
all ENT ({ Ye) 
oe * 7 
all iti ey rc fa 4 
~-»& “ - 
yur x 7) > Ee a J }, 
BY:.s , a ~ f 
We w na — ot a, 
| Ls 
, — ee 5 : 
‘ ' ix ae : ; > res ¢ : g + oF : , } 3 , ‘be 
fs eae ; 7 , : : i : sys 6 le i eee). ae i . , Lie ee i fa he ape ome Se: ths: ‘ Se TNS, ALS rca “ eX Sy EAE oe an ee hee 


bse = Py Se 
- a 


10 
Westinghouse Signs Pact 
for Armstrong FM 


Westinghouse Electric Corpora- 


tion, Pittsburgh, has signed a li-| 


censing agreement under which all 
frequency modulation patents held 
by Major Edwin H. Armstrong be- 
come available to the company for 
use in FM receivers. Three Wes- 
tinghouse FM sets—the Symphonic 
14, the Musicale and the Century 
—immediately will benefit by the 
arrangement, which also covers 
Westinghouse FM stations in Pitts- 
burgh, Philadelphia, Boston, 
Springfield, Mass., Ft. Wayne and 
Portland, Ore. 

Additional agreements covering 
Armstrong licensing for all re- 
ceivers, railroad, and special serv- 
ice transmitters and studio equip- 
ment made by Westinghouse also 
have been signed. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 
S $ RUBBER CEMENT CO 
314 M. Michigan Ave., Cen. 3373, Chicage } 
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Lamp Maker Plans 
Table Appliances 


| New York, May 1.—Wabash-Ap- 
/pliance Corporation, manufacturer 
of reflector lamps and accessories, 
|hopes to be in production by June 
/as manufacturer and distributor of 
‘electric table appliances through 
its existing sales organization. 
| The company is a subsidiary.,of 
\Sylvania Electric Products, New 
| York, and expects to distribute as 
a premium to dealers a_ three- 
tiered ‘Appliance Merchandiser” 
| table on which to display its new 
‘line of toasters, waffle irons and 
similar merchandise. 
Wabash-Appliance had hoped to 
have the merchandiser ready for 
display at the International Light- 
ing Exposition in Chicago, April 
25-30, but it is now impossible to 
predict how soon it will be ready, 
!company officials said. 


Caples Names Arrington 


K. B. Arrington, for the past 11 
‘years advertising and sales pro- 


motion manager and director of 
marketing research of Omar, Inc., 
has been named account executive 
and head of the marketing and re- 
search department of the Omaha 
office of Caples Company. 


From Cars to Beer: 
A ‘Newspaper’ Story 


In the latest issue of ‘“Adver- 
tising Facts,’ the Bureau of Ad- 


vertising, American Newspaper 
Publishers Association, tells how 
Peerless Motor Car Company, 


Cleveland, with the help of adver- 
tising (mostly in newspapers) be- 
came the Brewing Corporation of 
America, brewer of Carling’s Red 
Cap ale. 

The switch was made in the 
early °30s, when the market for 
automobiles was dead and re- 
peal just around the corner. For 
the first few years Carling’s dis- 
tribution and advertising were 
confined to the Lake Erie region. 
In 1941 the company expanded 
nationally and decided to invest 
two thirds of its advertising bud- 
get in newspapers. By 1945, the 
bureau reports, Carling’s was ad- 
vertising once each week in 111 
daily newspapers in 91 cities in 


23 states. 
of the national 
folder adds, sales of Red Cap ale 
jumped almost 200%. 


In the first five years 
expansion, the 


To Sussman & Sugar 

William Sloane Associates, New 
York publishing house formed last 
month by four executives who re- 
signed recently from Henry Holt & 
Co., New York publisher, has ap- 
pointed Sussman & Sugar, Inc., 
New York. Advertising will be- 
gin in the fall, but no decision has 
been made on the size of the 
budget. The company, which 
maintains temporary offices at 93 
Park Ave., has these officers: Wil- 
liam Sloane, president; Helen K. 
Taylor and Keith Jennison, vice- 
presidents, and Norman Hood, sec- 
retary-treasurer, who will also be 
advertising manager. 


Names Frankenberry 

James H. Frankenberry, for 12 
years advertising manager of the 
Gambarelli & Davitto division of 
National Distillers Products Cor- 
poration, has been‘named director 
of the sales promotion department 
of Associated Beverage Publica- 
tions, New York 
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“I still say the big thing is that 
Solid Cincinnati reads The Cincinnati Enquirer!” 


Point we want to make is that Solid Cincinnati has done some solid growing during 
the past ten years. Over that not-too-lengthy period, the circulation of The Daily 
Enquirer has increased 46.1%, The Sunday Enquirer 15.0%. Particularly sig- 
nificant when you note that the two afternoon papers are down 17.0% and 9.5% 
from their ten-years-ago circulation. Today, through the pages of The Cincinnati 
Enquirer, you reach more of the solid, substantial families of this great 1,155,703- 
population market than ever before. Represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 


Advertising Age, May 6, 1946 


Starch Studies 
Buying Power of 
‘Redbook’ Readers 


New York, May 2.— With the 
assurance of Daniel Starch that 
most Redbook readers have more 
money to spend 
than the U. S. 
average, Mar- 
Vin Pierce, 
president of 
McCall Cor- 
poration, re- 
cently intro- 
duced Red- 
book’s 100-page 
competitive 
market analysis 
breaking down 
state - by - state 
reader buying power. More than 
$10,500,000 in buying power is 
represented by the magazine’s 
1,650,000 circulation referred to in 
the study as 1,650,000 Redbook 
families. 

State-by-state expenditures by 
Redbook readers are listed for cos- 
metics, food, household appliances, 
and automobiles plus automotive 
supplies and housing. The survey 
also lists the approximate cost per 
page to reach readers in any given 
state. ; 

Cost per page in Redbook ranges 
all the way from $11 to reach 
Delaware’s 4,045 circulation to 
$397 to reach 172,515 in California. 
Redbook bases its analysis on in- 
formation from Sales Manage- 
ment’s 1944 Survey of Buying 
Power, U. S. Census figures, Red- 
book circulation data and survey 
figures submitted by industries 
whose products are presented on 


Marvin Pierce 


_|retail markets. 


Redbook also suggests that copy 
in national magazines is really 
local copy insofar as any indi- 
vidual territory is concerned. 

Originally planned to discover 
who has money to spend in 1946, 
the analysis shows that 80% of 
Redbook readers have about 50% 
more money to spend than the 
U. S. average. Advertising will 
appear in 20 business papers 
telling potential Redbook space 
users that readers don’t have to 
pinch pennies. Anderson, Davis & 
Platte is the agency. 


Advertising Increases 
in Bankers’ Directory 


The current issue of R. L. Polk 
& Co.’s Bankers Encyclopedia car- 
ries 2,900 pages of advertising, 89 
more than any previous issue. 

A total of 3,279 advertisers ap- 
pear in the book; 163 dropping out 
because of mergers, liquidation, 
reorganizations or changes in title, 
while 196 new banks were opened. 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad- Setting, Engraving 
and Printing... all under 
ONE roof. Phone or write to 


ae 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


A Complete Day and Night Service 
for Advertisers and 
Advertising Agencies 
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Ehe New York Times Magazine 


Signe 


what makes a magazine a Magazine? 


is it editorial content ? 


Look through any issue of The New York Times Magazine 
and you'll see why it should be uppermost 

in your mind when you make up magazine schedules. 
Editorially, it is a magazine —a news-picture-home magazine 
combined into one. Like all good magazines, 

it invites thorough, leisurely reading, but it gets 

from the Sunday Times the added qualities of immediacy 


and vitality which spell extra action for advertisers. 


The New York Times Magazine 
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People Are Funny 


Jack Cluett, radio editor of 
Woman’s Day, has been tilting his 
lance at radio commercials and, as 
reported in this issue, believes that 
“heads will roll in the advertising 
business” as the result of a reader 
poll he has conducted. 

Mr Cluett is much more naive 
than we suspect if he really be- 
lieves what he told the Lions Club 
of Greenwich. If he is correctly 
quoted, he expects Lucky Strike 
to tear all the tobacco out of its 
hair, fire everyone who has any- 
thing to do with its advertising, 
and adopt an entirely new tack, 
because his reader poll shows that 
LS/MFT, the tobacco auctioneer 
and “Herbert Tareyton is back” 
rank at the top as “most annoying 
commercials.’”’ He also expects the 
soap manufacturers to scrub them- 
selves clean because “the Ivory 
soap plugs were runners-up in 
unpopularity, and Super Suds, 
Rinso and Duz came in for their 
share of lambasting.” 

Unfortunately for Mr. Cluett, 
none of these exciting develop- 
ments is likely to happen, because 
advertisers have long since learned 
that what people say and what 
they do are not necessarily syn- 
onymous. Lucky Strike knows 
that it gets terrific audience im- 
pact with its “annoying” commer- 
cials, and the soap companies 
know that the much - discussed 
soap operas help to sell soap. 

The fact is, as every adman 
must sometime admit to himself, 


advertising is designed, as nearly 
as possible, to sell the advertiser’s 
product or. service to the widest 
possible range of customers, and 
not to meet esthetic, intellectual or 
other standards. When human 
nature changes—or when the cash 
register ceases to tinkle quite so 
melodiously — advertising will 
change. When the intellectual 
level of the masses reaches the 
point where they can be more ef- 
fectively induced to buy soap 
through dignified commercials 
tacked on to the end of symphony 
concerts, the soap opera will auto- 
matically — and quickly — give 
place to grand opera. Until then, 
the soap opera or some reasonable 
facsimile, along with hard-hitting 
commercials, is likely to be used 
to reach the masses, while grand 
opera fills its own smaller role. 

But Mr. Cluett does emphasize 
one interesting point which adver- 
tisers cannot afford to overlook. 
He reports that the commercials 
on the Fibber McGee & Molly 
snow for Johnson’s wax won 
almost unanimous acclaim, and he 
thereby demonstrates another fact 
which most admen know but too 
seldom practice: 

A hard-selling, outstandingly 
successful radio show need not 
necessarily offend, either in its 
program content or its commer- 
cials. It is possible to sell without 
socking, if only one is willing and 
able enough to exercise the requi- 
site skill and ingenuity. 


Battle Between the States 


The report that 40 states will 
spend $9,000,000 of public funds 
on advertising and promotion this 
year —a record figure — indicates 
that the battle between the states 
is on again. This time, fortunately, 
it will be fought with pretty pic- 
tures, well chosen words, charts, 
figures and statistics, rather than 
with bullets and sabers. 

It seems obvious that if the 
transportation and housing facili- 
ties can stand the strain, 1946 will 
witness the greatest tourist and 
vacation movement in all history— 
a movement which, great as it is, 
will undoubtedly be dwarfed with- 
in the next few years. Every state 
will be going over its terrain, its 
institutions, its history and its 
people with a high-powered micro- 
scope, trying to discover or em- 
bellish attractions which can help 
it to dip more heavily into the 
tourist lode. 

But even more interesting and 


perhaps more significant is the 
growing competition among the 
states for industry and business. 
In this field the battle, although 
scarcely visible to the general 
public, is likely to rage furiously 
for many years, as the- country’s 
business life struggles to adjust 
itself to new patterns of popula- 
tion and purchasing, new tax situ- 
ations, labor problems, and availa- 
bility to new sources of supply. 

The stakes in this struggle are 
tremendously high, and they will 
be fought over bitterly. In many 
respects, the battle will be the 
traditional struggle between the 
“haves,” trying to hold on to what 
they have, and the “have nots,” 
eager to garner their share of in- 
dustrial wealth. How the battle 
goes will affect the whole pattern 
of American industrial and busi- 
ness life for many decades to 
come. 


"No, no mistake—they have an attic room with a very low ceiling.” 


—Farm Journal 


Meet Mr. Bach 


In December, 1945, there arrived 
in Los Angeles along with the 
unseasonal rains one Mickey Bach, 
former Chicago and Minneapolis 
adman, intent on muscling his way 


@ carToonisT, 
LAYOUT AND LETTERING 
MAN ON THE LOOSE 


Six YEARS OF 
NEWSPAPER 
EXPERIENCE AS 
AN ARTIST ANO 
WRITER 


UNCLE SAM PUT THE 
FINGER ON HIM IN 
1941 


back into the business. Mr. Bach, 
who still bore the scars of carry- 
ing captain’s bars around, knew 
no one in Los Angeles. So he 
made himself a calling card, and 
sent it to house organ and maga- 
zine editors, as well as_ several 
advertising agencies. On the re- 
verse of the card went a resume 
of his experience. Here’s the card: 

Over 50% of the people who 
received the cards answered. Mr. 
Bach got the job he wanted. He 
thinks it might be helpful to other 
veterans, and says they may use 
it. We think it shows something 
else, that people who know how 
to use advertising techniques for 
products can often use them for 
people with profit. 


Job Copy 


We have been perplexed lately 
by numerous uncertain thoughts, 
and plucking nervously at our 
gray beard we wondered if the 
52-20 Club was such a marvelous 
idea, and if there was not slowly 
arising a new leisure class. But 
up in Fond du Lac, Wis., there’s 
plenty of vim and vigor, the only 
question being whether there are 
300 unemployed women. It seems 
that the new industries committee 
of the Fond du Lac Chamber of 
Commerce has lined up several 
companies which are ready and 
willing to come to the town, pro- 
vided there is an adequate labor 
supply. In large-space, three- 
column copy, the committee asks: 
“Are there 300 women in this ter- 
ritory who want jobs? ... The 
answer to these questions will 
come only through a report from 
the people of this city and sur- 
rounding territory. They must 
signify their desire to enlist in light 
work in industries that pay good 


incomes and offer a wide variety 
of clean, interesting work on full- 
time basis starting as soon as 
other arrangements can be ef- 
fected.” It sounds like an aggres- 
sive outfit, talking simply about 
new opportunities through new 
industries in its town, and a wel- 
come respite, too, from the cries 
of despair heard about us. 


Paean 


Billy Rose, who brought the ex- 
position of beautiful and unfes- 
tooned young women back to the 
prestige it enjoyed under Zieg- 
feld, is noted as a man of parts, 
shorthand champion, song writer, 
and so forth. Apparently he 
writes copy, too, judging from this 
piece in the New York Daily 
News: 

“I’m glad we bought Manhattan 
from the Indians. Of all the great 
cities of the world, this is the only 
one that really sings to me. Paris, 
London, Vienna, Budapest—I saw 
them in 1934. They were wonder- 
ful. But I saw them again four 
months ago and it was kind of 
heart--breaking. Write it in neon 
on the banks of the Hudson—New 
York is the Midway of the World. 
No town can match its women, 
music, theater, fashion, comfort 
and laughter. What Weber said 
to Fields back at the turn of the 
century still goes, ‘There is only 
one Paris, and New York is its 
name.’ B.R.” 


Jottings 

Eastern Air Lines is issuing 
weather guides for its passengers, 
which give the riders the tem- 
perature condition analysis for 
their destinations. Lee Howard 
Advertising Company, New York, 
prepared the booklets. . . 

According to John J. Crawley, 
president of Wm. H. Wise & Co., 
New York book publisher, the 
public is panting for books about 
the war, and accordingly the com- 
pany is publishing “Battle Sta- 
tions,” which has for its authors 
18 flag-rank officers of the Navy 
and five general officers of the 
Marine Corps, plus the four com- 
manding officers of the naval 
women’s services. The publisher is 


allocating a huge promotion budget 
to the book, which will be pub- 
lished around May 14... 

Dick Dorrance and Harry | 
O’Brien, both former CBS’ers and | 
now heads of their own promotion | 
service, have appointed “very spe- | 
cial honorary godfathers” for the | 
business among their advertising 
cronies. The idea is that the “god- | 
fathers” will take “a paternal in-| 
terest and our continued progress 
and success (like, for example | 
telling other people about us)... | 

Diamond Match Company has | 
developed a “slip cover” for its 
matches and exhibited them at the 
Worcester, Mass., Food Show. 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2642. Going Places. 

This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 
for fine color work. A state-by- 
state list of K-C distributors is 
included. 


No. 2609. Best Residential Areas. 


Detroit’s residential areas are 
laid out in this map, which is 
Supplement No. 1 to the Detroit 
Free Press Marketing Map of the 
Detroit Area. Best, above average, 
average and below are identified. 


No. 2626. Magic Carpet. 

Philadelphians are ready to go 
places, according to this booklet, 
issued by the Philadelphia Record, 
and it gives some reasons why 
would-be travelers go to the Rec- 
ord for suggestions on where and 
how to go. Plans for an enlarged 
travel bureau and resumption of 
the newspaper’s resort and travel 
section as soon as paper is avail- 
able are described. 


No. 2632. So Goes the Nation. 
The New York Sun has put to- 
gether, in this brochure, a con- 
densation of a stack of business in- 
formation from periodicals, re- 
search reports and government 
sources. Markets, Industry, Sales 
and Distribution, and Advertising 
are some of the subject headings, 
and there is a section devoted to 
facts about the New York market. 


No. 2612. Soundings. 

Newsweek has issued this report 
of a readership survey made by a 
U. S. Navy pharmacist’s mate as 
part of a course in advanced mar- 
ket research offered by the Armed 
Forces Institute. The report shows 
which of the crew in each age 
group read Newsweek, per cent of 
readers in each classification of 
service length, and other informa- 
tion. 


No. 2600. Copy Testing Plan. 

Details on the Grit plan for 
testing up to four advertisements 
in one issue are contained in this 
new folder, issued by the publica- 
tion. The folder shows examples 
of such tests, mechanical require- 
ments and a list of advertisers us- 
ing the service. 


No. 2637. Erie Market Survey. 


Market data for Erie, Pa., and 
its trading area—including 40 


|smaller cities and 18,000 farms— 


are provided in this folder issued 
by the Erie Dispatch-Herald. A 
breakdown of population, indexes 
of living standard, financial condi- 
tion, buying power increase and 


| the number of retail and wholesale 
| establishments are included, along 


with an outline of the merchan- 
dising service offered by the Dis- 
patch-Herald. 


No. 2625. The Grocery Business 
in Rock Island - Moline - East 
Moline, Ill. 


The Moline Dispatch and Rock 
|Island Argus have issued this 
folder, which lists major super food 
markets, shows the tri-city sales 
rank among six Illinois-Iowa mar- 
kets, and gives the 1945 record of 
some of the major Argus and Dis- 
-| patch food advertisers. 
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Here are the 27 food classifications in 
the Globe-Democrat’s Grocery Audit 


Package Laundry Soap 
Bar Laundry Soap 
Cake Flour 
Dehydrated Soup 
Chili Con Carne 
Cleansers 
Water Softeners 
Bleaches 
All Purpose Flour 
Pancake Flour 
Prepared Flour Mixes 
Toilet Soap 
Coffee 
Instant Coffee 
Dry Dog Food 
Ready-to-Eat Cereals 
Hot Cereals 
Shortening 
Margarine — Butter — Lard 
Evaporated Milk 
Peanut Butter 
Baby Food 
Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 
Desserts 
Spiced Luncheon Meat 
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$1. Louis Globe-Democrat. 


Only the Globe-Democrat claims to 


cover successfully the rich and im- 
portant market of the 49th State, 
which includes 87 counties in East- 


ern Missouri and Southern Illinois. 
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has made 
St. Louis America’s 


itm test market 


Keeping an eye on your competitor can be good business. When 


his sales go up, you want to know why. 


And youcan. The St. Louis GLope-DEmocrat Grocery Store 
Audit furnishes accurate figures on the sales of 450 products 
in 27 grocery store classifications in the lively, indicative St. 
Louis market. The effects of price, packaging, merchandising 


and advertising show up clearly. 


Whether your product is a debutante, an up-and-comer 
or and old-timer, you need this picture of America’s No. 1 Test 


Market ... it’s a yardstick for your national action. 


We'll be glad to give you complete details. Write to the 


= 


St. Louis GLoBpe-Democrat, Dept. 100, St. Louis, Missouri. 
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Gets Lumber Accounts 


Sommerville-McGinn Lumber 
Company and Graham Lumber 
Company, both of Chicago, have 
appointed Critchfield & Co., Chi- 
cago, to handle trade advertising. 


To Evans Associates 


Freezer Foods, Inc., operator of 
a chain of frozen food stores in 
the Chicago area, has named 
Evans Associates Company, Chi- 
cago, as its agency. 


| 


D AND PHOTOGRAPHIC 
SCREEN PROCESS 


= WE DO THE COMPLETE 208," ANY SIZE, ANY STYLE, ANY 
Sh QUANTITY; ANY COLORS/WE ALLOW STANDARD 


$! 


Four-Color Map 
Aids Analysis 


of Newark Area 


Newark, N. J., May 1.—The 
Newark Evening News has pub- 
lished a_ large-scale, four-color 
lithographed street map of Essex 
County, N. J., as a guide to mer- 
chandisers and market researchers. 

Block-by-block color tinting di- 
vides business areas into primary 
and secondary; and home rental 
areas into four groups, lower, 
middle, upper and super. 

Thomas D. Kenney, promotion 
manager, developed hand -. made 
comprehensives from a composite 
of enumeration district maps of 
the various towns, industrial maps 


mike 


and aerial photos. The final map, 
published by Hagstrom Company 
for the News, was designed espe- 
cially for use in planning mer- 
chandising and sales routes. 


‘Better Homes’ Rates, 
Circulation Boosted 


Meredith Publishing Company, 
Des Moines, will increase adver- 
tising rates for Better Homes & 
Gardens effective with the October, 
1946, issue, when the rate base 
will jump from the present 2,400,- 
000 to 2,650,000. A second in- 
crease, effective with the April, 
1947, issue, will increase the rate 
base to 2,925,000, according to 
Fred Bohen, president. 

Construction of a plant addition 
of 42,000 square feet was begun 
last fall, Mr. Bohen said, and the 


\ing installed in the first com- 
pleted unit of the building. Other 
presses are due at scheduled dates 
between now and December, and 
are expected to be ready to handle 
increased circulation planned for 
next April. Newsstand tests and 
a backlog of 125,000 unfilled sub- 
scriptions prompted the move, Mr. 
Bohen revealed. 


Hall Joins Mercready 


Thomas W. Hall, formerly man- 
ager of advertising and sales pro- 
motion of Elastic Stop Nut Corpo- 
ration, has joined Mercready & 
Co., Newark, as vice-president. 


Plans Photo Seminar 


L. Moholy-Nagy, president of 
the Institute of Design, Chicago, 
will conduct a six-week summer 


seminar in photography beginning 


first of several new presses is be-| July 8. 


In any picture of your market... 


The Medern Half is the Better Half ! 


Pres 


I. FEWER MOUTHS TO FEED. Fewer different 
brands of canned goods on the shelves. 
That's the kitchen picture of your average 
older woman. No, you won't load this 
lady’s larder with ads about baby foods, 


chopped foods, 


breakfast foods, frozen 


foods. She simply isn’t in the market for 
what she doesn’t need. 


2. MORE MOUTHS TO FEED. More meals 
to prepare. A pantry packed with many 
kinds and brands of canned foods, 
children’s foods, family foods. That’s how’ 
it is with your younger woman. A beginner 
housewife, a novice about food brands, 
she’s wide open now to your brand story. 
Tell her in Dell—and sell three million of her. 


Madera R 


games sells the Modern Market 


Advertising Age, May 6, 1946 


New Books Offer 
General Guidance 
in Three Fields 


New York, April 30.—Three 
new books, “Opportunities in Jour- 
nalism,” “Opportunities in Public 
Relations” and “Opportunities in 
Free-Lance Writing,” for voca- 
tional guidance for veterans, stu- 
dents and displaced persons have 
been released by Vocational Guid- 
ance Manuals, Inc., New York. 

While described as containing 
“basic technical information” in 
the three subjects, the three man- 
uals are more in the nature of 
over-all descriptions of the fields 
involved. In order to cover their 
subjects widely they are, of neces- 
sity, general and for that reason 
may not furnish enough complete 
information to readers. They are, 
however, comprehensive to the 
point that readers interested in 
those fields may learn about what 
to expect in income and about 
what they should know. Sugges- 
tions as to how to apply for jobs 
are more or less sketchy and could 
possibly prove disappointing. 

In “Opportunities in Free-Lance 
Writing” the entry into the field is 
portrayed as a more simple mat- 
ter than may actually prove to be 
the case, but the information on 
how to organize material is sound. 
The manual dealing with public 
relations must cover such a field 
that the reader may find himself 
confused by the variables affecting 
his income possibilities and the 
nature of his exact duties. Infor- 
mation concerning newspaper work 
confines itself largely to a listing 
of jobs on newspapers and their 
qualifications. = 


Canadian Farm 
Paper Ups Rates 


Family Herald and Weekly Star, 
Montreal, has announced new 
rates, effective Oct. 1, which will 
bring its line rate for the Domin- 
ion edition to $1.25 per line, $1 
for the eastern edition, and 50c 
and 90c for its western and On- 
tario editions. 

At the same time, the publica- 
tion announced that all orders and 
contracts will be revised on Oct. 1. 
A new revision clause will be in- 
serted allowing the publisher to 
change rates upon 60 days’ notice 
in writing, and “should publica- 
tion of this paper be restricted or 
curtailed by circumstances beyond 
the publisher’s control, the rate 
... Shall be subject to revision ... 
at any time without notice.” 


On Garden Pages 


Woodbourne Cultural Nurseries, 
New Hyde Park, N. Y., has placed 
its first consumer advertising in 
newspaper garden pages through 
Butler Advertising, New York. 


USE 


REPLY-O LETTER 


SELL BY MAIL! 


Mass mailers use Reply-O Letters to 
sell books, magazines, food prod- 
ucts, health aids, and many other 
items. Reply-O Letter can help you! 
We offer consultation without ob- 


ligation. 
What Are Hoh h sa 
Your Needs? a 
SNOUT ay TOWN USS 
Y pe ees Ce 
ees 
HE ae corres Be 
Ty 1S wr Sere se 
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re) U — ow a =. 
L erter A er sin 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 
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WHO'S WHO 


in collecting and interpreting today's sales facts 


FAST-GROWING list of manufacturers, distributors 
[ ‘ and dealers throughout the country are availing 


themselves of the kind of cooperation rendered by 


Hearst Advertising Service. 


For today’s H-A-S man is more than a space repre- 


sentative laying before you the value of 
his newspaper. He’s a man who makes 
a specialty of knowing what goes on, 
sales-wise, in ten key markets of 
America—a man who can talk to you 
in sales language that makes sense. 


What the H-A-S man can lay before 
you is a newspaperman’s knowledge of 
the town he works in—information 
gathered by “‘reporters with a nose for 
sales’ —facts that are accurate, complete 


and up to the minute because they come, as news 
comes, from continuing sources. 


Such sources include not only dealer contacts in the 
field, but also distributors, wholesalers, jobbers, branch 


CALL THE H-A-S MAN 


ay Just drop us a note 


saying, “I'm inter- 
ested in your market 
information on (name 


your type of product).”’ 


managers, district managers and sales managers— 


men on the sales firing line whom the 
H-A-S organization contacts and 
cooperates with daily. 


H-A-S men have assisted in setting up 
territorial quotas—in securing manufac- 
turers’ representatives—in allocating 
dealers by markets and divisions 
within markets — in hundreds of other 
ways. 


Why not call the H-A-S man today? 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


959 — 8th Ave., New York 19, N. Y.— Offices in principal cities 


New York Journal-American - 
Baltimore News-Post-American + Boston Record-American-Advertiser 
San Francisco Examiner + Los Angeles Examiner «+ Seattle Post-Intelligencer 


Representing: 
Pittsburgh Sun-Telegraph 


Chicago Herald-American 
Detroit Times + Albany Times-Union 
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Fawcett Survey: 
Kids Know Brands, 


Read Comic Books 


New York, May 1.—A study 
of brand preferences among youth 
8 to 20 years of age, made for 
Fawcett Publications by Stewart, 
Brown & Associates, has found 
“an alertness and brand conscious- 
ness which is comparable to that 
possessed by adults.” 

The fields where brand con- 
sciousness was highest include 
candy bars, where 95% had a 
favorite brand; cold cereals 87%; 
bottled soft drinks 78%; toilet soap 
94% and tooth paste 92%. Brand 
awareness of items like bicycles 
and flashlights was comparatively 
low, the study found. 

Seventy-five per cent of those 
interviewed stated that they read 
comic magazines, and 42% had 
purchased one or more comic 
magazines during the week pre- 


_ceding the interview. 


The leaders in several fields as 


found by the Fawcett study in- 
clude soft drinks—Coca-Cola 
31.4%, Pepsi-Cola 22.4%; candy 
bars—Hershey bar 38.1%, Milky 


Way 11.1%; chewing gum—Wrig- 
ley’s Spearmint 20.1%, Dentyne 
16.3%, Beech-Nut 16.0%, Juicy 


Fruit 11.3%; cold cereals—General 
Mills’ Wheaties 19.9%, Kellogg’s 
corn flakes 13.8%, Kellogg’s Rice 
Krispies 12.7%; and hot cereals— 
Quaker Oats 19.6%, Cream of 
Wheat 14.3%. Among dentifrice 
users, 68.9% used tooth paste, 
21.6% tooth powder and 7% a 
liquid dentifrice. Colgate with 
36.1%, Pepsodent with 21.4% and 
Ipana with 15% led the brand 
preferences in tooth paste. Lead- 
ing tooth powders were Dr. Lyons 
32.1%, Colgate 23.1% and Pepso- 
dent 17.4%. 


Catalog Aid Offered 


A six-page brochure offered to 
firms on request was published by 
Magazines, Inc., Chicago, to aid 
retailers in the preparation of 
catalogs and flyers. The copy- 
righted brochure also lists catalog 
services of the firm. 


ikea. 


Vermont Agency Expands 


for Travel Service 


Townsend Advertising Service, 
Burlington, Vt., has incorporated 
as Townsend Advertising Agency. 
Louis F. Dow, formerly president, 
Dow & Peterson Agency, has 
joined the staff as account execu- 
tive. Mr. Dow is a former Mayor 
of Burlington, and was public re- 
lations director of Bell Aircraft 
Corporation. 

Other officials are Charles E. 
Townsend, president and treas- 
urer, and Henry T. Way, vice- 
president. Elizabeth Tracy, for- 
mer staff writer for the Burling- 
ton Daily News, will be copy- 
writer. Of the agency’s 34 ac- 
counts, 17 are resort and travel 
advertisers. The agency is apply- 
ing for ANPA, PPA, APA and 
ABP recognition. 


Morris to Frisco Lines 
Paul M. Morris, former staff 
correspondent for the Memphis 
Commercial Appeal and recently 
editor and publisher of the Star, 
Elizabethton, Tenn., has been 
named director of public relations 


lof the Frisco Lines, St. Louis. 


WOMANS FDITOR 


NOT EVEN A FOAM COLLAR—The grain shortage has led Hyde Park Brewer- 
ies Association of St. Louis to an unusual 24-sheet campaign in which the tradi- 
tional illustration of a bottle or glass of beer is omitted. This poster, and 
others to follow, are designed to remind drinkers of Hyde Park beer quality 
through implication only. Gardner Advertising Co. is the agency. 


To Beaumont, Heller 

Continental - Diamond Fibre 
Company, Newark, Del., manu- 
facturer of vulcanized fiber and 
laminated thermosetting plastics, 
and Haveg Corporation, Marshal- 
ton, Del., manufacturer of plastic 
corrosion-resistant equipment, 
have appointed Beaumont, Heller 
& Sperling, Reading, Pa., as their 
agency. 


“That's what I’ve been wanting .. .” HOLIDAY reminded them, 
This is what I’m going to buy .. .”” HOLIDAY started that urge. 


Are they talking about the products, the services you have to offer? 


Holida 


A CURTIS PUBLICATION 


Y 


A magazine that awakens people, gets more response! Here’s one example— 


“In just three weeks from the date your first issue reached the public, we re- 


ceived several times as many inquiries from our advertisement in HOLIDAY 


as we did from our space in any one of several other magazines used at the 


same time.” — Verne E. Joslin, Director, Minnesota State Tourist Bureau. 


HOLIDAY, INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


;/planned within France by 
| various resorts and French rail- 
'ways, but continued paper short- 


French Hope to 
Get 150,000 Tourists 


Paris, April 23.—War-ravaged 
France hopes to entertain about 
150,000 tourists this year, as com- 
pared with 900,000 before the war. 

Instructions have been sent to 
French consuls throughout Europe 
and the United States to supply 
potential tourists with all neces- 
sary data. Although financial 
regulations are expected to’ keep 
most people at home, and it is 
estimated that first class accom- 
modations and food will cost about 
$17.85 per day, the French hope 
that tourists will travel rather 
than remain in large cities. Motor- 
ists, consequently, will receive 
about 60 gallons of gasoline per 


;month. 


Considerable advertising is 
the 


ages are a serious hindrance to 
advertising in newspapers and 
periodicals. Poster paper is in 
better supply. It is unlikely that 
French railways will start a cam- 
paign abroad this year. 


RKO Appoints 


Phillips Brook Nichols, for two 
years assignment editor of the 
twice-weekly Pathe News as well 
as working with the production 
of RKO Pathe theatrical short 
features, has been appointed di- 
rector of contract sales. J. W. 
Carnrick, for many years with the 
Jam Handy Organization in Chi- 
cago and the Middle West, has 
joined Pathe to head up a new 
Chicago office and to direct service 
of industries west of Cleveland. 


League Honors Watson 


The Michigan League of Home 
Dailies has presented a certificate 
of merit to Thomas J. Watson, 
president, International Business 
Machines Corporation, New York, 
for patriotic service during the 
war in support of the war bond 
drives. In each of the seven bond 


drives, IBM ran 600-line ads in all” 


daily newspapers in the nation. 


OIL 


TANGIBLE RESULTS OF 
PRODUCT IMPROVEMENT 


From August to December, 1945, the 
editors of The Oil Weekly travelled 54,000 
miles by air over the global field of oil 
production. When the war with Japan 
ended The Oil Weekly immediately put 


into operation its standing plans to follow 
its readers’ operations abroad . . . to get 
real “local color” for the monthly /nter- 


national Feature issues. 


It is significant that the paid foreign 
circulation of The Oil Weekly today is 59% 
above what it was when the war ended. 


1946 editorial itineraries embrace Asia. 
Europe, the Far East, the Near East, the 
South West Pacific, and further field work 
throughout the entire South American 
continent. 


The OIL WEEKLY 


New York Cleveland 
Chicago Tulsa los Angeles 


Houston 
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First Issue: 


o BASKETBALL 
90,000,000* 


Authorities now at work on SPORT features 


Grantland 
Rice 


BASEBALL 
60,000,000* 


FOOTBALL 
45,000,000* 


Written for those who watch . SPORT is de- 
signed for the tens of millions of men who annu- 
ally spend tens of millions of dollars for their 360 
million tickets to sporting events. That’s virtually 
one ticket a month for each American family! 

Yet not a single major sports magazine for spec- 
tators is in existence. 

SPORT is launched on the eve of the Golden Age 
of Sport that will dwarf even the fabulous pre-war 
figures—a time when millions of men with more 
leisure time and more money (and millions of return- 


! rom -Mactadden Publicatio 
Great ‘New Magazine... vee 


& 
BOXING . 
25,000,000* 


22,000,000* 


ing servicemen in their most sports-active years, 18 
to 38) will join the already vast sport spectator audi- 
ence. So intense is their interest in sports that men- 
readership of sport news in newspapers tops 32 out 
of 37 editorial classifications. 


The first issue of SPORT, dated September, will 
appear on the newsstands August 28th. Its minimum 
distribution will be 250,000 copies, with a guarantee 
of 200,000. The page rate based on this guarantee is 
$2.50 per thousand. Color forms close June 20th. . 
black and white, July 1st. Rate cards now in the mail. 


Note: To arrange for the showing of a fifteen-minute presentation, including all facts on SPORT as a major 
advertising medium, write: John F. Schiller, 205 E. 42nd Street, New York City; Charles H. Shattuck, 221 N. La 
Salle Street, Chicago; Joe Dooher, Russ Building, San Francisco. 


*Pre-war Annual Attendance 
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'LS-MFT’ Cited 
as Most Hated’ 
Radio Commercial 


Johnson's Wax, 
‘Chiquita Banana’ 
Best Liked in Poll 


Greenwich, Conn., May 1.—Ad- 
vertising men who live in this 
cloistered suburban community 
are said to be fingering their 
necks gingerly as a result of a 
prediction by Jack Cluett, radio 
editor of Woman’s Day, that re- 
sults of a reader poll he conducted 
“will make heads roll in the ad- 
vertising business.” 

This sanguinary forecast was 
made in the course of a talk Mr. 
Cluett delivered to the Lions Club 
here recently, in which he de- 
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,scribed reader response to a re- 
quest to indicate which radio 
‘commercials were “fair enough” 
|and which ‘annoyed listeners no 
end.” The poll is scheduled for 
publication in the Great Atlantic & 
Pacific Tea Company magazine in 
July or August. Readers were 
asked not to vote ‘“‘unless you feel 
strongly one way or another.” 


Tareytons Hit, Too 


From the flood of correspond- 
ence, including violent expressions 
about the whole field of broadcast- 
ing, the most heartily disliked 
commercials were found to be the 
American Tobacco Company’s 
“LS/MFT” on the Jack Benny pro- 
gram, the tobacco auctioneer on 
the same program, and ‘Herbert 
Tareyton is back,” Mr. Cluett said. 
He added that 75% of the cor- 


jrespondents went out of their way 


to “castigate these commercials.” 

“The Ivory soap plugs were 
runners-up in unpopularity,” he 
said. “Super Suds, Rinso and Duz 
came in for their share of lam- 
basting.” 

Commercials for Johnson’s wax 
on the Fibber McGee & Molly pro- 
gram were praised in a majority 
of the replies, with United Fruit’s 
“Chiquita Banana’ jingle a close 
runner-up. The Ford Sunday Eve- 
ning Hour and the General Elec- 
tric Hour programs also were 
praised for “short, dignified com- 
mercials,’ Mr. Cluett said. 


Pick Own Phrases 


Respondents did not find the 
“annoyed listeners no end” phrase- 
ology strong enough, he reported, 
and crossed out the words to use 


such terms as “disgusting,” 
“nauseating,” “sickening,” ‘ob- 
noxious” “and just plain ‘it 
stinks’.” 


One listener, Mr. Cluett said, 
wrote that “I would like to see 
the fellow who sings ‘Rinso White’ 
hung up by his heels like Musso- 
lini.’ .Another said: ‘Herbert 
Tareyton is back five times in 15 
seconds. That’s five times too 
many for me.” 


Lauds McGee Formula 


A Chicago woman wrote that 
“radio has gone far beyond the 
point of being a medium of enter- 


tainment. Sponsors’ advertising 
copy is doing much more harm 
than good.” 


Mr. Cluett told the assembled 
Lions that the Fibber McGee & 
Molly program formula of fitting 
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announcers into the script “like 
any other stooge” while the pro- 
gram went its “free-flowing, 
merry way” offered an example to 
the whole business of radio ad- 
vertising. “May I humbly sug- 
gest in passing,’ he said, “that 
every advertising agency now en- 
gaged in the art of writing radio 
commercials put the above for- 
mula in its collective pipes and 
smoke it.” 


To Start Cooker Drive 


Koons-Beebe Associates, New 
York, through Paris & Peart, New 
York, will soon launch a cam- 
paign in Sunday newspapers for 
its new Karen Dial-O-Matic Pres- 
sure Kooker. Rotogravure in full 
color will be used in key cities 
where major distributors of its 
pressure cooker are located. 
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PM Whisky Ad 
Attracts 29% 
in ARF Study 


New York, May 1.—An 11x28 
inch transportation car card for 
PM whisky attracted 209,000 read- 
ers, or 29% of St. Louis’ 733,000 
basic population, the highest over- 
all readership for a single ad 
found in Study No. 6 of the Con- 
tinuing Study of Transportation 
Advertising by the Advertising 
Research Foundation. The ad won 
top readership among women— 
34% —and was the seventh best- 
read card among men—20%. 

Displays for Wrigley gum and for 
the Mississippi Valley Trust Com- 
pany tied for second in over-all 


readership with 26%, both receiv- 
ing the same score among men for 
top place in that category, and 
third place among women with 
27%. A Mason candy ad with 
28% rated second choice among 
women, while in a tie for third 
place among men—with 23% — 
were displays by Wheaties, Hunter 
whisky and Folger’s coffee. 


Traffic Equals Peak 


The survey showed 86% of the 
basic population (15 years of age or 
more) are riders of the transit 
system in St. Louis and contigu- 
ous communities, tying with the 
Detroit and Milwaukee percentages 
for the highest in all studies. to 
date. The St. Louis study also 
showed the highest percentage of 
women riders—92%—thus far re- 


corded, and the second highest 


percentage of men riders—80%— 
to date. 

Of the 12 cards surveyed, eight 
were national ads, three regional, 
and one local—the Mississippi 
Valley Trust Company. Each was 
displayed at various side points in 
streetcars and buses for 30 days. 

The St. Louis study was con- 
ducted by the ARF in coopera- 
tion with the National Association 
of Transportation Advertising and 
the Loomis ‘Advertising Company. 
The next study—No. 7—will cover 
Chicago, 


Assigns Call Letters 


Call letters KATO have been 
assigned by the Federal Communi- 
cations Commission to the new 
Reno station (AA, April 22), an 
affiliate of Don Lee Broadcasting 
System. 


Form Art Service Firm 


Robert L. Greenwell, formerly 
art director of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, has joined 
Walter Roese in the formation of 
the Art Service Company at 56 W. 
45th St., New York. They will spe- 
cialize in promotional art work, 
booklets, presentations and sales 
aids of all types. 

Mr. Roese will handle sales and 
Mr. Greenwell will be in charge of 
design and art. 


Three Appoint Frost 


Modern Transportation Com- 
pany, New England distributor for 
Motorette, three wheel baby car, 
Sheppard Wool Company and 
Acme Chemical Manufacturers, all 
in Boston, have appointed Harry 
M. Frost Company, Boston, to 
handle their advertising. 


surge. 


plies. 


Put IRON AGE 


H. K. HOTTENSTEIN 
Cc. L. HASKINS 


100 East 42nd Street 


the first fully reconverted year! 


you in this vast market. 


Mechanization of farms is due for a great 
And tractor and farm machinery 
producers are another big segment of the 
gigantic metalworking industry — like 
railroads, aircraft, communications, 
household appliances, and so many others 
to whom metalworking is vital. 

All these industries use metals, ma- 
chines, tools, equipment parts, and sup- 
They are all interested in new 


metalworking developments, in anything 


REPRESEN 


ROBERT F. BLAIR 
1016 Guardian Building 


THE IRON AGE 


7310 Woodward Ave. 


pertinent to metalworking. 


C.E.D. predicts a jump of 72.2% over 1939 for 


prestige and power to work for 


This is where The Iron Age comes in. 


It tells them what they want to know 


when they want to know it. . 


. tells the 


whole ‘“‘buying group” from top manage- 


ment down. 


That’s why The Iron Age 


— metalworking headquarters — carries 


such tremendous weight in each of these 


‘“member’’ industries. 


Use Iron Age power and influence to 


cultivate them. 


TATIVES 
PEIRCE LEWIS 


R. RAYMOND KAY 
2420 Cheremoya Ave. 


1134 Otis Building Cleveland 14 Detroit 2 Los Angeles 28 Granite 0741 
r eng FA Main 0988 Trinity 1-3120 D. C. WARREN 
waeeni P. O. Box 81, Hartford 1 
, C. H. OBER B. L. HERMAN Hartford 3-1641 
J. M. HUGGETT H. E. LEONARD Chilton Building FRED BANNISTER 
814 Park Building 100 E. 42d Street 56th and Chestnut Sts. 967 Farmington Ave., 
Pittsburgh 22 New York 17 Philadelphia 39 West Hartford / 
Atlantic 1832 Murray Hill 5-8600 Sherwood 1424 Hartford 32-0486 


METALWORKING HEADQUARTERS 


A Chilton & 


Publication New York 


No 


17, N. Y. 


Greenville, shopping stop 
for 123,000 people living 
within 10 miles, is also 
the trading center for a 
rich 50 mile area of 711,- 
711 people—heart of 
Greenville County, South 
Carolina’s top county in 
1945 Retail Sales ($73,- 
645,000"). 


FIRST ON YOUR 
S. C. “A” SCHEDULE 


103% family coverage of 
South Carolina’s No. 1 
market—62% family cov- 
erage in 8 surrounding 
counties—the state’s lead- 
ing retail sales area. Sell 
Greenville first in South 
Carolina. 


Represented Nationally by 
WARD-GRIFFITH COMPANY, INC. 


*Sales Management FEstimates—-1945 


GREENVILLE 
's 4 100,000 + 
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” |single station coverage and be-joutside station, with a stronger 

K eystone F inds | cause 207 out of 214 Keystone af-|signal in some cases or with af- 

=“J* ‘filiates are the only stations in /filiation with one of the major net- 
Families Prefer their community, representing | works. 


‘about 50% of the country’s small | 


|market stations. 

3 |weekly and averaging them for 
further interest in small market | eebieneieinenie over-all results, the survey found, 
station listening, Keystone Broad-| Using the ballot technique, sim- |for example, that 337 listeners out 
casting System has released the |ilar to that employed by Broadcast | of 351, or 96% of all of those in- 
results of a recent survey by Ross | Measurement Bureau, Ross Fed- _terviewed, listened to KID, Idaho 
Federal Research Corporation |eral reported for Keystone on | Falls, Ida., the Keystone outlet, 
showing that the community out-| seven typical markets in which | whereas KSEI, the NBC station in 
let “captures by far the greatest the transcription network had an | Pocatello, Ida., was the next high- 


number of total family listening @ffiliate, and there also existed an ‘est with 69.2% of the listeners. 


Dividing regular listener votes 
‘for one to seven days and nights 


‘Local’ Station 


New York, May 1.— To induce 


pater 


Squire Rejoins Paper 

Frank W. Squire, formerly with 
Farm Implement News, Chicago, 
has rejoined Implement & Tractor 
in an executive capacity, making 
his headquarters in the Chicago 
office. Several years ago, he 
started his business paper career 
with: Implement & Tractor. 


Estate Stove to Peck 


Estate Stove Company, Hamil- 
ton, O., has appointed Peck Ad- 
vertising Agency, New York, to 
handle its advertising. 
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Appoints Reinhart 


Richard W. Reinhart, formerly 
assistant in charge of the eastern 
marketing division’s sales research 
department, Socony-Vacuum Oil 
Company, New York, has been ap- 
pointed manager of the national 
market research department. 


Appoints Isaacson 


Fluid Fit Furs has placed its ad- 
vertising with Robert Isaacson As- 
sociates, New York. Trade pub- 
lications, national magazines and 
newspapers will be used. 


hours.” 

This fact holds true, the survey 
reveals, even where listeners re- 
ceive a substantial signal from an 
outside station and listen to it reg- 
ularly. In fact, tables in the sur- 
vey show that the “inside’’ stations, 
in addition to gathering more reg- 
ular listener votes, amass four | 
times as many family listening 
hours as the best outside stations 
during the day, and twice as many | 
total listening hours at night. 

Keystone undertook the survey 
because of tle general interest in) 


For OMAHA | 


Established 1923 
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Henkin Copy Aim: 
To Put Squeeze 


on Teen-Agers 


New York, April 30—Martin 
Henkin Company, maker of foun- 
dation garments, expects to tighten 
its grip on the teen-age market 
with a new panty girdle it calls 
Parapants. 


the fact that it has sketches and 
notes on the fabric, like a jalopy 
or the bedoodled slicker of the 
*20s. The object of this extensive 
decoration of a normally hidden 
object is that Parapants is ex- 
pected to double as the bottom half 
of a swim suit or sun suit. S. 
Oliver Levy, advertising manager, 
says that the product is equally 
apt as girdle or shorts. 

Initial copy will break in June 
issues of Calling All Girls and 


copy reads—‘“Parapants are the 
newest panic in panty-girdles ... 
stretchy as a gum-drop... weigh 
less than two ounces and fit like 
your sun tan.” 

Marvin Sherres Advertising is 
the agency. 


Pickwick to Comer 


Pickwick Products, Kansas City, 
Mo., has appointed Russell C. 
Comer Company, Kansas City, as 


ae 


Form New Company 


Myron Kronheim, former editor 
of Men’s Reporter, and Jerry 


Godell, former advertising direc- e 


tor of the California Stylist, have 
formed Cali-Wear, a men’s cloth- 
ing company. Jere Bayard & As- 


sociates, Los Angeles, handles the | 


| 
account. 


Four A’‘s Adds Croot | 


Samuel Croot Company, New) 


Parapants, part of the Ladi|Seventeen, with Miss America a 
Lastics line, is distinguished by |likely addition to the list. Sample |tising will be used. 


THE FIRST ISSUE of SCIENCE ILLUSTRATED 
is going great guns! Just look at the kind of 


voluntary salutes that are pouring in by the 
hundreds: 


“The highest compliment to ScIENCE 
ILLUSTRATED: even my wife read it—and 
understood it!’’ (from California) 


“‘A subscriber for years to come!’’ 
(from Louisiana) 


“One of the most useful and interesting 
magazines I have ever seen.’’ (from Ohio) 


“T had my tongue in my cheek—but I was 
wrong. Congratulations!” (from a Banker) 


“It seems to me that this one is destined 
for a great success.” 
(from an Advertising Agency President) 


AND NO WONDER. America’s newest 
magazine is made to order for people who are 
eager to be in on the latest that science is 
doing for us. People who are impatient to 
sample the newest gifts science is unwrap- 
ping. People who are delighted to find our 
exciting, science-shaped future interpreted 
in this new pictorial way. 


It seems reasonable to assume that this is 
a unique audience, especially valuable for 


advertisers to reach. A peculiarly alert, 
thorough-reading audience... 


THEY ARE NATURALLY people with a 
special urge to read news and information 


about new things and new ways of living. 
Naturally leaders—enthusiastic to be among 
the first to get the new things and try the 
new ways... 


A PRIMARY BUYING MARKET — of 


extraordinary influence. A natural for adver- 
tisers with new products to sell, new stories 
to tell. * « 


Four-color advertising forms close the 15th of 3rd 
month preceding date of issue. All other forms 
close 1st of 2nd month preceding. Print order, 
500,000; circulation guarantee, 250,000. Twenty- 
five cents. For. further details, address SCIENCE 
ILLUSTRATED, 330 West 42nd St., New York 18, 
N. Y. Or phone your nearest McGraw-Hill office. 


April was HOT— 
May is HOTTER! 


A few of some three dozen fasci- 
nating features you’ll find in May 
SCIENCE ILLUSTRATED: 


Germany’s Atomic Bomb 
Bikini: What Can It Prove? 
Closing In On Malaria 
Machines That Think 
Plastics: FM: Printed Radios 
Sonar: Radar’s Partner 
Product Preview 
Walking on Water 


Science 
ILLUSTRATED 


A McGRAW-HILL PUBLICATION 


its agency. Newspaper, radio, out- , York, has been elected to member- | 
door and point-of-purchase adver-|ship in the American Association | 
'of Advertising Agencies. 


When a one-page adver- 
tisement with a postcard 
insert pulls 30,000 re- 
plies . . . brother, that’s 
pull to push any prod- 
uct in a professional 
market that consumes— 
and then recommends 
to others. 


A hand cream com- 
pany discovered the sin- 
gular pulling power of 
R.N., a Journal for 
Nurses, when 30,000 re- 
plies from this  single- 
page one-shot ava- 
lanched in. 


‘The secondary result 
accumulates over 
months, even years. 
Nurses are quick to tell 
others. Word about the 
hand cream will spread. 
K'very time one of these 
30,000 is asked about 
hand creams she'll re- 
member the postcard 
she sent in—and recom- 
mend, ‘The recommen- 
dation of a nurse carries 
added, authoritative im- 
pact for the average con- 
sumer. ‘That's the plus- 
value “Word of Mouth” 
Factor you get in R.N. 


Cost? So sinall that it 
doesn’t make much of a 
dent in anyone's adver- 
tising budget. And you 
also get the priceless 
W/M Factor! 


RUTHERFORD, NEW JERSEY 
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Commerce's Local ‘Sales’ 
Offices May Die Aborning 
Washington, May 2.—Plans for 
75 “sales” outlets throughout the 
country to enable the Department 
of Commerce to advise small busi- 


By STANLEY E. COHEN, Washington Editor. 


ness men have been reexamined, 
following notice that Commerce | 
will be lucky to get half the! 
money it is asking for “business | 
aids.”’ 

Scrapping of this expensive fea- | 
ture of the Wallace-Schindler re- | 


organization plan would cause no 
misgivings to some of the depart- 
ment’s more experienced men, 
who have felt right along that 
government has neither the skilled 
manpower nor the resources to 
peddle its data directly to the 
business man-consumer. 

Chances are that when the dust 
settles, Commerce will approach 
trade associations and chambers of 
commerce to “wholesale” its ma- 
terial to business, reserving its 


own funds to collect and publish 
business statistics, and complete 
research on topics like incentive 
systems, taxation and distribution 
costs. 

* oo * 

War Assets Administration’s ad- 
vertising division may confine itself 
exclusively to policy matters, re- 
quiring the producers and con- 
sumer goods divisions to prepare 
and schedule their own campaigns. 
Anticipating a law assuring vet- 
erans a “super priority” on scarce 
items like trucks and typewriters, 
WAA this week limited a Granite 
City, Ill., sale of construction, min- 
ing, excavating and agricultural 
machinery and tractors to veterans 
only. 

* 

With new and expanded sam- 

pling sources, Census Bureau is 


issuing a monthly retail trade re- 
port for each state, with figures 
for large cities, and for all the 
chief types of retail businesses. 
These reports, like another new 
one giving receipts of personal 
service establishments, appear 
about six weeks after the month 
closes. 
* ok * 

An Interior Department spokes- 
man denies that responsibility for 
sale of surplus property in Alaska 
and other territories may be re- 
turned to War Assets. Shortly be- 
fore Secretary Krug took over, In- 
terior, in a burst of enthusiasm, 
called in a list of agencies to dis- 
cuss the account, but nothing has 
happened in the weeks that fol- 
lowed. 

* * * 


The Radio Manufacturers As- 


e 

«> tell vate: Hem hevocll! 
You won't find a “m’amselle” in a million Hillman Women’s 
Group homes, but you will find over-a million children... 
more than half of them under 6 years. Young children mean 
young mothers who do their own buying of foods, drugs 
and clothes. 

What a tremendously alive market for manufacturers of 
all kinds of child and personal-care products. A rich, $4.8 
billion a year income group of over 1,700,000 women eager 
to retain youth, health and beauty. 


HILLMAN 


REAL STORY * MOVIELAND * REAL ROMANCES 


Womens Group 
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sociation, which treated OPA Chief 
Paul Porter to a spectacular slide- 
film presentation on its pricing 
worries, has broken a six-month 
deadlock by obtaining a promise 
of price relief. RMA isn’t sure, 
however, whether to give the 
credit to the film, or to the fact 
that OPA is appeasement-minded 
these days. 
* * * 

It hardly required the wisdom 
of a Solomon for FCC to make the 
final allocation of the four “down- 
stairs” television channels for 
Washington. With Philco with- 
drawing, and the Capital Broad- 
casting Company accepting the ad- 
vice that it is not financially quali- 
fied, FCC faced only the job of 
assigning specific channels to NBC, 
Bamberger, DuMont and the “Eve- 
ning Star.” 

a * co 

Although production of major 
construction materials registered 
more than seasonal gains in Feb- 
ruary, chances for meeting the 
Wyatt housing goals for 1946 
faded, as the Department of Com- 
merce estimated that first quarter 
production of vital items will fall 
41 to 200% below minimum needs. 
The priority program for housing 
material was off to a ragged start, 
with builders reporting that pri- 
orities already issued are little 
more than hunting licenses in 
many cases. 

* * * 


Almost a phenomenon in this 
period of bickering between Con- 
gress and the White House is the 
ease and tranquility with which 
S. 7, setting standards for fair 
hearings before quasi-judicial 
agencies, is moving toward enact- 
ment. After nearly a decade of 
bitter debate, both business and 
government accept the proposed 
legislation, which has already 
passed the Senate and been re- 
ported favorably by the House ju- 
diciary committee. 


Wester Appoints Taylor; 
Will Open New Office 


John Taylor, chief daytime radio 
supervisor in the New York office 
of Dancer-Fitzgerald-Sample, spe- 
cializing in the Procter & Gamble 
and General Mills accounts, has 
been appointed executive producer 
of radio productions of Carl Wes- 
ter & Co., Chicago radio produc- 
tion organization, effective June 
10. 

In a few weeks, the company 
plans to open a Hollywood office 
and by fall expects to be produc- 
ing the four General Mills day- 
time radio serials—‘“‘The Guiding 
Light,” “Women in White,” “To- 
day’s Children” and ‘‘Masquerade” 
—in the NBC studios in Holly- 
wood. Mr. Taylor will be in the 
Hollywood office. 


Electrol Names Smith 


Howard B. Smith, formerly in 
the sub-contracting department of 
Grumman _ Aijrcraft Engineering 
Corporation, has been named sales 
manager of Electrol, Inc., Kings- 
wi, N.. ¥. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor 


Write TODAY for catalog explaining 
the FOTOTYPE system and shewing 
the 60 modern types new available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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Colorgreee” 


...said some of our friends about 
the FIRST 3 ad which appeared last month. ‘‘ What do you 
mean—3 cities with One Sunday Punch?P”’ 


> WS, WE DIDN’T SAYS CITIES... Altogether—FIRST 3’s total market is one of nearly 


12 million families who account for 40% of the 
i country’s retail sales—an active, rich market that 
WE SAID MARKETS! deserves the support of FIRST 3’s concentrated Sun- 


day Punch. 


- 


FIRST 3—colorgravure and rotogravure—in the New 
York Sunday News, the Chicago Sunday ‘Tribune, 
the Philadelphia Sunday Inquirer—first in circula- 
tion and in display advertising volume. High page- 
by-page reader traffic—finest reproduction. 


When you talk about cities, there are 494 of them 
with 514 million families where FIRST 3 has a cov- 
erage of 50% or better—or an average coverage of 
71%. And there are another 1110 cities and towns 
with 214 million more families where FIRST 3 has 
an average coverage of 22% Circulation first quarter 1946 more than 7,000,000, 


== /o° 


THE GROUP 
WITH THE 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure » Colergravure 
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Magazine Artists 
to Hold Exhibit 


New York, April 30.—An ex- 
hibition of the originals of editorial 
illustrations which appeared in 
leading magazines during 1944-45, 
the first such show in the history 
of American art, will be open to 
the public at the International 
Galleries, Rockefeller Center, from 
May 3 to May 20. 

The show, sponsored by the So- 
ciety of Illustrators, consists of 117 


original paintings picked by an 
18-man jury of artists and art di- | 
rectors familiar with editorial 
problems and representing a cross- 
section of experts on various 
methods of painting, style and de- 
sign. 

Four magazine art directors— 
Elwood Whitney, Jack Tinker, 


Lester Rondell and Paul Smith— 
will select the exhibition winners. 


Acme Brands to Scott 
Acme Brands, Inc., New York, 


has named Walter Scott Advertis- 


ing Agency, New York, to handle 
|the consumer promotion and ad- 
|vertising for Air-Flo electric 
‘heater for which it is sole factory 
distributor. Newspapers, trade 
publications and dealer aids will 
be used. 


Roebling’s Shifts 


Fred J. Maple, advertising man- 
;ager of John A. Roebling’s Sons 
Company, Trenton, N. J., has beep 
appointed manager of exhibits. 


| Albert Neroni, formerly assistant | 
advertising manager of Anaconda | 
| Wire & Cable Company, has been | 


|named to succeed Mr. Maple. 


Publishing Firm Moves 
| Western Family Publishing Com- | 


|pany has moved its Los Angeles 
|offices to larger quarters at 1300 
|N. Wilton Place, Hollywood 28. 


Two to Deutsch & Shea 


National Cinema Service, New 
York, 8 and 16mm. home movies, 
and Trading Company of Brazil, 
New York and Rio de Janeiro im- 
porter, have named Deutsch & 
‘Shea, Inc., to handle advertising. 


Boost Your City, 
Utility's Series 


Tells Chicagoans 


National Ads Draw 
Many Requests from 
Industry; to Continue 


Chicago, May 1.—Using a local- 


ized approach to its national ad- 
|vertising, the Commonwealth Edi- 
son 


group of companies _ has 
launched a series of 1,500-line ads 
in all Chicago newspapers, supple- 


imenting the national campaign to 


promote Chicago’s strategic ad- 
vantages for industrial, commer- 
cial and residential location. 

At the same time, Common- 
wealth Edison officials disclosed 
that since inception of the na- 
tional campaign last year, re- 


|quests for information about Chi- 
‘cago and northern Illinois have 
‘been received in increasing vol- 
ume by the Territorial Informa- 
tion Department of the four spon- 
|soring utilities (AA, Nov. 5, °45). 
‘By April 1 this year, more than 
1,000 specific requests had been 
received in respense to advertise- 
ments run in 17 metropolitan 
dailies from coast to coast and in 
six national magazines. 


Breakdown of Requests 
| Of these 1,000 requests, Com- 
monwealth Edison reports, 64 were 
direct requests for help in finding 
specific factory locations, about 
90 were for special surveys of fac- 
tors that would assist in deciding 
suitability of the Chicago area for 
location or relocation of certain 
industries, and an equal number 
were for surveys on subjects in- 
directly related to the objectives. 


conditions. All inquiries have been 
answered, are in process of in- 
vestigation, or are subjects of spe- 
cial studies now under way. 


Few ARE THOSE who have walked the 


earth as 


giants among men. One was 


George Westinghouse.. inventor, engineer 
and builder. 


By 


the time he reached 40, George 


Westinghouse had created the air brake.. 
an invention of which an early test is pic- 
tured above. He also had perfected electric 
signal control for railroads; and revolu- 
tionized electric power production by de- 
veloping the application of alternating 


current. 


Before he died, George Westing- 


house harnessed Niagara Falls, striking the 
keynote of a new era in hydroelectric 
power; pioneered the electrification of rail- 
roads; and guided the development of the 
steam turbine. . source of so great a portion 
of today’s motive and industrial power. 


Yet 


. KDKA - 
Represented nationally by NBC Spot Soles + Except KEX. KEX represented nationally by Paul H. Raymer co, 


these achievements were but high- 


lights of this man’s amazing career, and the 


dal tes 
KYW» 


tangible expressions of his genius. 


361 patents he received were merely the 


Into the Westinghouse Electric Corpo- 
ration, its founder breathed the spirit of 
inventive solution of industry's problems. . 
and the desire to strive for the good of man- 


kind. Thus, some years after 


George 


Westinghouse died in 1914, but long before 
broadcasting became an institution, the 


Westinghouse organization sensed the in- 


herent value of radio transmission as a 
means of communication... and its develop- 
ment of broadcasting came to be shared by 


all in the public interest. 


This is the concept, this the tradition 
that continues to rule, in this centennial 
year, at KDKA, KYW, WOWO, WBZ, WBZA, 


and KEX.. 
house group. 
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the six stations in the Westing- 


. KEX 


such as housing and employment | 


Advertising Age, May 6, 1946 


“I'M A SWITCHMAN IN A 


Mow Chicage... Know tts Greatness ..and TEL the Workd / 


COMMONWEALTH EDISON COMPANY 


| 

| BOOSTER—This "Know Chicago" copy 

| is one in Commonwealth Edison Co.'s 

series of Chicago newspaper ads pro- 
moting the city's advantages. 


Company officials insist that 
| they definitely do not wish to 
| claim credit for the 118 plant re- 
| ee in the Chicago area last 
year, but that they are impressed 
‘with the 
\growth. 
| The new series of ads appearing 
in Chicago papers will run on a 
|monthly basis. They are signed by 
|Commonwealth Edison only. First 
jot the series shows a switchman 
‘shunting cars in “the greatest rail 
_yards in the world.” Copy ex- 
‘plains that the switchman is one 
‘of many thousands employed in 
transportation in Chicago, and 
‘gives pertinent information con- 
‘cerning Chicago’s rail, air, bus 
and cargo facilities. A subhead 
‘near the foot of the page imparts 
ithe message, “Know Chicago, 
‘know its greatness, and tell the 
| world!” 


Lists 14 Advantages 


As in the national advertising, 
.14 advantages of locating in Chi- 
,cago are listed. National copy fea- 
tures photographs of the Merchan- 
dise Mart, Board of Trade build- 
ing and other Chicago institutions. 
'Ads deal with the city’s financial 
advantages, production capacities 
and similar themes, and offer, free 
of charge, ‘‘a factual and confiden- 
tial study of this area and the 
possibilities it holds for your par- 
ticular industry.” 

Sponsoring companies named in 
the national advertising are Com- 
/monwealth Edison Company, Pub- 
lic Service Company of Northern 
‘Illinois, Western United Gas and 
‘Electric Company and_ Illinois 
'Northern Utilities Company. 

J. R. Pershall Company handles 
the account. 


Joins Abbott Kimball 


Janet Leven, formerly with Bu- 
'chanan & Co., New York, in charge 
‘of fashion magazine and trade 
publication advertising for Teen 
Timers and assistant account ex- 
ecutive on the Teen Timers radio 
| program, has joined Abbott Kim- 
‘ball Company, Chicago, as ac- 
'count executive. 


To Kuttner & Kuttner 

| Kuttner & Kuttner, Chicago, has 
been named to handle the national 
promotion of the Winer Mfg. Com- 
pany, Hammond, Ind., for Strato- 
jac, its new insulated jacket for 
men. 


increased volume of 


~ METHODS 


‘WATT Publishing Co., MOUNT MORRIS, ILL. 


7 


. ice ot, kai si Ta 1 alae Sosaheeecins Bee ey a wes Ne Ae ct. : Peer ve iy eee: eae a a ee asa te a: He ee PCAs pear ie pio 
' e? ne ane ee Coney sat ai .Y ge Sse pers Mi: . S ‘ 2 7 Bets i ig Oy ‘ Be ane ; i ate’ =e, ? Fe ai (ee wel Pinreat “ ae ie nae: 4 id To it Bo vn eae ay ‘ 
. } 
' 
” 
. CHICAGO RAILROAD YARD 
* ORD hty ja shenting crs the precios! val vend = the wevkel 
Every doy | see rolling oct rom precnety esery renreed 
—e fo the country. When 4 comes to loodeg ond nwedog 
~Sa ™~ cor, | new theres ne forte, arene @ Me werkt 
—— They tell me theres more hock = he Chnoge 
. = >. industraol ree men ‘Mee 5 On me 
vly Sage 29 the a8 ote et 
eo | =" A ae 
| s — “Wate my odvontoge te wert ot He Noort 
ee, Sai 6 aie tad hadi nd rete 
'| << aaenie 
Sa 
+ @ Gs dkien b id ee ent ete 
Fe Pie Ve > fo cengganue 6 Chg genta tay 
ase f deen = Change comet 24 ua vases 17 oan 
Pee aah tee Ue c= Cor qetys ercepa Ne namwes 
Cee hs splaaabioh pat od saem i talbatilatinn 
me Ea lee ag Fie efemigs tishice nok ey dao caisse anions 
> +> - aaa sah eco ol sie taoag oe 
seinen a EERE 
INRIA Ast cncltatecustiiny neninamgiainseregneaceies 
SEN aiceatie & calharweingacenes tas paca tottine Gorse 
a san aaveeam:s Meommtoceston terme. memes 
< Rene. eee Peng a Perey Co: ane oe et a Sete Ce te Her He 
x es 
y LLL 
. ; r 
‘ * Psa 5 cea “ Bite Gen mate é piso ‘ Sic Te < ‘ i Orie Ry ik ahi na pe eemeess Me 
- ¥ ss 
k 
. 
a z js FS We TES aie ic Se we Laer Fees os, fe. 
Sie er ee ae ae nS Na 5 Or PN ree . 
: 4 nie ee | j x 
; a8 og Naess ar eary Sel nar re OE Rhee : 
Pee Rohe Ah aes WS CREP se 
£ Sorry ok Re Fas t iar tenes be zi-3 yee thas AM sce a's ees 
; Se eS, . por iecRPU RSs ; ERR vR mr ee Ses a Pp 
he nee, pinta Ea rene : 
: : et &. . a Ree ‘ey " ‘ 
aa ie 3 \ Pi ¥ ie See 3 Sera sees ’ : Ate S 
° | : re ‘ geet Se FP, : ’ ane ; 
ts sees... aes. aa “ alt we xz 7 “oe ' 
; ‘ Ae AS ~d gl tH a en - cy > 
o WW a eis aes ee Eo a : Oe a a ip) eS oe Sage Se 
" ; Gaet eee Te a ee - » =f i ae j 
. 3 : ee ao: , re , PT Aa... gets steers 2, Neigys ae * : q 
* < (pees is te one a A 2 a ee. Wes pth ae we Pe. Ce oa i ‘ ‘f . we an * a 1 2 
se Hse od ea einai i oe ae i eed mae 2 ; 
<> TI eh eats 5 2 ee er Or —.Clc(i‘ el CO ad Nig ae, 
r ‘ ef SSS hi Sef a Fai oe ake age Aes “ OO ge ees Be Pa? ‘i i ay 
+: ve Pe gp Mec, Pe Ee oy 7 a ye ae f ge: if Sa 25, Se 
€3 ae Se te Ya ee | oe | t a. Pie UY eo ¥, we ae ONL 
sé es, j en Stan Fe an tee . Se ss a sh ts og > | 
re ¢ o> ee Pe ne Ne ge PL Out 3 a a aan Mb RS Renta * 
: — - eer See 5 i BK “ Se. ean s% or os wa =. ; 
: eaey wise i oa a LEAN _ Ge Pek Mo . ‘ ; ? 
; . Sogo Set patente oy : : J “ : eo ee ger ae af 
a “ a5 a ots er ae A Be he: o.~ a fee Bae “ * ve Steet sie Py ON ¢ ts 
is aa oy” goa SS Me a: & igen ast og eg cate ) ioe aes mages ae oe 
& ; ‘ Sor bat i : 
‘ " i 4 ac? 2 eh ee ‘ oS ae 7 | ee Ce gs “~~ : me 
2 a Ad meh een —_ me 
‘ Es Tae ae , ; en 2 oe Oy, eo ¥ ‘ Pe ay 
4 : a y “eae Fe ~ Ce —_ . ee 
3 x ye cea Bio 2a ~  & Rg, oe eee 3 
i : Me pees $s i non! re + Si Se Ye : ae 4 , He Fics IS ae 
: Sn Sige pe eh ES LR RM ee 2 Sas is ae 
= ee et . Se eM as. og Bs a sche 7 Fase 
: ? met Og a : et wd oeeesceihe 
. eae Bs oe. eli is ras ' et oa S Fe ae q 
me Be eg “ ‘ Sod : vt i rg i Foe phe as ; % 
Bias F i 
as Bit leaks ae CALS eapes ha taca ye dae : # 
fon ; Sk ie =. ny ¢ 
7 ‘ oo Re ne % 
x " : ; é ° € f 
sa +: ¥ 
ai ‘ - piles see Aina oes Bae Sees . et 
ms ; oe Pie eek a. aes OR pee ats ates ara eet bar Ne haar ai Bath ee Pai Neg POR RE aes ds : 
: : bi : 
: : | 
oa : i “ 
os _ ee __O ss | 
“se 
cc | 
* } 
| mC | 
a8 
a . 
y me 
here _ 
| S| seaiaieienidinesentiaiiniinciiaattiimiiaiiahiials 
| ‘ Ma 7. Leach 
ie ee oe | 
me YT, | 
3 | RAL TEACHERS | 
. Fe : AGRICUL 
; Repel reeeanee | : ! EADERS 
fay %* EXTENSION | 
4 ° y y + 
: (Wi): ; rr 
f- a Ag 
vw , Better FARMING 
" T 
: ee ow hi 
pT ee on . 
M : : 7 Be. Ke a meeite: ons Tee ce Bu. ‘ se ——_—— 
i fans U : = ie y P Poe 4 t - . 


y SMAECEAR-WRAGING 


a hi : fee PRE dap. Ogre ae wa ee ¥ dig 8 oi Mp 5 i 
nae : 
Re 
led : oe 5 
, - ape i 4 
: Se - > re ey a ‘end: . a Bg FS beac . a * of é 7 j te BF. 
a. f : poet om aro . . < a: ae 
a oe . - | 2: 5 % ie <r “< 7 , ”) f a ae : ae ee 
| G 44 % wen? > rm .. * ™ a a 
So CASE , >, ao we SIR _ ~- be Ie oad 
7 = ; v. 24 , alae an i: 7 tee irs — ce oes 
; Fees “ xv Se iets . “i , Ree i bi m. 0. ee ee 
| tee ey Oe a we _— o >», es. a 
ig oe Oe ee 2 i re 
ae EUS Ha oe : a eo + oo Ss 4 
Bt 5 a 2 wd Ae a “ fies x ~ , 4 i. aA ~ r aR S ae ~~ ts ais ak Ae . 7 4 a 
PY om a“ an | : il i » ’ ie. Easy = a 
. = a ; + a ‘ . = ’ ee 7 
Joo a, —_—. —. ££ ees % | 
lat sae gia 7 Pe i?  S. 4 _ ° . ae 
t ze ; SA a Fs ag as ‘ ay orci ie 
Oo 2 " % x “Se mm, * : . " &* q : . . is agit 2 Js 
io 3» ie ea 4 a _ 4 - & - « 3 . i . “a i Ss = = ‘ 
ast ' a ee, se » as & oe Se 
of é fa ¢ . eS % ut a ~ €, : ahi ’ ’ ‘ Y, ‘ : 
’ 7 . , 5 4h og 4 ‘ ia . y r 
» , - \ @ = . 9 fy, 
ng : Sy 7. , «2 y é a Ea. a? - e. af ~ . yp - : : - . 
a ~~ ma J + gi © 4 "YG 7 a» — ian “4 “s et — 
rst Pw " . ’ ys r % ; 2 a ; - y Me : la " ; 4 ne . - ; 
X- . e - wy & ; s ‘ : 4 3 : : a es . we i . : ; i m 
pad 7 ; , 4 * fi ¥ a py - £ i: we - ’ "3 ; a , . . ‘ Pe ‘ aN eck 
in hs os" . ; me Qo al J a f Be it ee ' a _ : ‘ 4 a ; 
n- \ er” 4 a Be . 7 ; = S jh; a 9 iS ti = ke A) ee i 
ad DE ee a ap ‘ aS. \ 2 oe Pig SS al @h ” <. 
50, sa te . 4 4 7 ‘i ua ~~ 4 ‘ i a ' on oh 
he ey a ey ; “Y~ = & ve mF ae 
li- ae aa Bi ba ir hee - @6€32¢©f A. Pe, . a vF “ a wee. Ss, ‘auf te te ot 
a- a Mech ta nt eal ee d - 3 el = 4 =. 
“ 7 | i, a Ao re ee See to —_ — - -_, | "ies 
d- a - co. > : — — . | * a Pg iia ; 3 ek — ; ———— 
ial : fu ‘ ea eee i NS Se, Wis rr _ ee ere s i => oe ae . ‘i ey i ae re <a a 
ee i ae ce . —— we on Jie, Pie ; ‘ga ot e ; ie e 
a a ee bis ae SS i fy a ate ‘ \ —.. “ . ° ‘ ' j 
. >) - =. Wa as © ie 
r= 
in 
n- 3 
. cn a ee ¥ 
Dis — i 2 
les 4 Fone 
/ Pil 
u- / / W) ff ae 
ge l | x 
= | | ld A/ tei, 
en Aq oe 
lio \ ee 
m= pee ny 
- \ ae 
\ ae 2 
Sig r 4 
as ine saan nen alate an een een RR eaR een ican Mee Henin mentee ta - 
n- a ae ae ; 
O- | : 
| 
7 


hatte 8 Be ere 
: 


+ 


ee ee ee eae ae 


by SMECHAR- RAGING 


means the finest 


rl (0108 


HE ART of reproducing illustra- 
tions with the dramatic natural- 
ness shown on the preceding page is 
not achieved easily or quickly. It is 
the result of years devoted to the per- 
fection of FULL Color lithography. 
For more than three quarters of 
a century, Stecher-Traung craftsmen 
have led the way to finer, more natural 
FULL Color reproduction. Folders, 
booklets, broadsides and posters pro- 
duced by Stecher-Traung possess a 
sparkling quality—a rare realism— 
that continues to please many of 
America’s best known business firms 
year after year. 
One of Stecher-Traung’s latest 
achievements is its exclusive FULL 
Color ‘‘Gang Run’’ Method which 


enables you to enjoy mass production 


reproduction 


economy on FULL Color advertising 
material. Learn more about this devel- 
opment in the new book, *‘The Selling 
Power of FULL Color?’ offered below. 
Learn, too, how easy it is to sell 
today’s quality-conscious markets 
through the use of top-quality FULL 


Color advertising material. 


Practically a textbook on the use 
of color and the preparation of color 
art work. Describes Stecher-Traung’s 
exclusive FULL Color ‘‘Gang Run”’ 
Method. Write on your company 
letterhead for your free copy. 


SPECLARWMRAGING 


LITHOGRAPH CORPORATION 


Rochester 7, N.Y. @ San Francisco 11, Calif. 


Offices in Principal Cities 


ee 


= | . 

—_ | te 

&§ |g 

el 

: co 

ne 

. at 

‘ an sc las i es sac Sa! sage: "alles sl’ Ua heh ca c's a: wl: il. a ee: “ec ei ‘ig. a. ‘igs gs ct es ci igh, Sea i ges oi a mms ac ag of 

2 x | ck 

co 

fi 

si 

to 

er 

7 j al 

i pl 

e> 

pl 

@ la 

: ar 

hi 

A pI 

: th 

a gt 

4 ie 

ae M 

st 

st 

Sp 

| fo 

— T 

| Se . 

_ ca 

| pl 

H 

ae j! fo 

tit 

H 

P jo 

1 di 

7 Cc 

ae m 

" D 

iM L 

2 pl of 

™ Di 

Sy an 

SI 

a Ik 

4 ———- || a " 

ue ( “i ‘ \ ) th 

5 asi \ Sead fer at 

4 , Ff 

2 ( \ ee o* \ this ) di 

ae \ bs 

: (NET FF pase) : 

% eee nT Py 

Tisssenlenniebi anectentvddinseter aeveceuta-nepepeesupe sgrecbetetade diet: wle Asin Deere eabbesbs Wee en ais peecuen asin Anersmems malate, seen nemsaenn-eee-deusseemunmcies sevemmcwesenndl J 

T 

= Nex 
x 

Ga 


ea fo x vt 


Advertising Age, May 6, 1946 


36 Fly to Coast 
to Help Promote 
Seattle Market 


New York, April 30.—Setting an 
elaborate precedent for postwar 
community promotion by a busi- 
ness firm, Frederick & Nelson, Se- 
attle department store, a division 
of Marshall Field & Co., recently 
chartered the inaugural coast-to- 
coast flight of Northwest Airlines’ 
first DC-4 to fly 36 fashion de- 
signers and press representatives 
to Seattle for a “Northwest week- 
end” party. 

The party coincided with the 
announcement by William Street, 
president of F & N, of a $5,000,000 
expansion program for the store, 
predicated on the growth in popu- 
lation for Seattle during the war, 
and the city’s claim of the third 
highest per capita standard of liv- 
ing in the United States. 


Nine Months of Planning 


Probably the most ambitious 
promotion plan of its kind at- 
tempted by a west coast firm since 
the war, the project was the out- 
growth of nine months of planning 
and preparation by F & N and 
Marshall Field executives. The 
stunt “paid off” with page one 
stories and eight-column picture 
spreads in local newspapers for 
four or five days. 

The New York group left on 
Thursday for Seattle, picked up 
midwest fashion designers at Chi- 
cago, while a United Airlines 
plane brought another party from 
Hollywood and southern Cali- 
fornia. Among the New York con- 
tingent were fashion editors from 
Harper’s Bazaar, Mademoiselle, 
Women’s Wear Daily, Vogue, ma- 
jor wire service and feature syn- 
dicate writers. Abbott Kimball 
Company, agency for the depart- 
ment store, collaborated in the 
planning. 


Dunn, Fenwick Open 


Los Angeles Agency 

Lloyd W. Dunn, vice-president 
of Rickard & Co., New York, and 
David R. Fenwick, vice-president 
and general manager of Lockwood- 
Shackelford Advertising Agency, 
Los Angeles, have formed their 
own agency. 

Known as Dunn-Fenwick & Co., 
the agency will soon open offices 
at 4015 Wilshire Blvd., Los An- 
geles 5. George Krisvoy, chief art 
director of Lockwood-Shackelford, 
will join the new agency in a 
similar capacity. 


The Magazine that is 

Girt in sales 

AMONG NEGROES 
Negro Digest Publishing Co. 


 §125 Calumet Avenue 
Chicago 15, Illinois 


"Guaranteed by Cortified Audit 


Koff at Seagram 

In a photograph of the Associa- 
tion of National Advertisers dis- 
play committee on Page 33, AA, 
April 22, Murray Koff was errone- 


ously identified as being with 
Schenley Distillers. Mr. Koff is 
assistant advertising manager of 
Seagram-Distillers Corporation. 


Lovell Boosts Schuler 


W. Jacques of the sales division 
of the Lovell Mfg. Company, 
Erie, Pa., has been named sales 
manager. 


Appoints Anderson A.M. 


Donald H. Anderson, formerly 
an account executive of Jaqua 
Company, Grand Rapids, Mich., 
has been appointed assistant ad- 
vertising manager of Duo-Therm 
division of Motor Wheel Corpo- 
ration, Lansing, Mich. 


New Sports Program 

The Esquire Sports Review, a 
weekly half-hour program supple- 
menting and interpreting coming 
events in the sports world, will be 
heard each Wednesday, 9 to 9:30 


p.m., CDT, starting May 15. The 
program will be presented and 
sponsored by ABC with the coop- 
eration of Esquire. Schwimmer & 
Scott, Chicago, is the agency. 


Hillman and Breyer 


Dissolve Partnership 


The partnership between David 
S. Hillman and Donald Breyer of 
Hillman-Shane-Breyer has been 
dissolved, effective May 1. In the 
future the agency will be known 
as Hillman-Shane, its. original 
name when started in 1935. Mr. 
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Hillman will have sole ownership 
of the agency. With two excep- 
tions, all department heads and 
account executives will remain 
with Hillman-Shane. 

Mr. Breyer has joined the Los 
Angeles office of Brisacher, Van 
Norden & Staff (AA, April 8). 


Appoints Noville 

George O. Noville has been ap- 
pointed air cargo editor of Aero 
Digest and Revista Aerea, pub- 
lished by Aeronautical Digest Pub- 
lishing Corporation, New York. 
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large cities, but in the many scat- 


tered cities and their suburban 


trading zones. 


New England's many thriving lo- 
cal stations are proof in themselves 
of the need for a direct sales ap- 
proach, as opposed to distant hit-or- 
miss appeal. They give you coverage 


exactly where you want it. 


DOESN’T MAKE A Forest 


EW ENGLAND'S real sales po- 


tential lies not in one or two 


Yankee Network consolidates 23 
of these hometown stations into one 
vehicle for reaching each and every 


section of New England completely 


and with maximum impact, tying 


radio homes into one vast potential 
audience of 8,627,979. 


The national business that goes 
Yankee Network in New England is 


proof of the effectiveness of this 


hometown coverage. 


pteceptance ¢2 THE YANKEE NETWORK'S Foundation 


THE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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families, Indian refugees from Burma were constantly harassed by both the Japs 
and the renegade Burmese. Rodger was in the thick of the fighting in Burma. 


Hiking their way overland from doomed Rangoon and hauling their goods and 


LIFE Photographer George Rodger sits with Abdullah Ibn Hussein, 


Emir of Transjordania, enjoying one of the rare quiet moments 
in his hectic coverage of the Middle East during the fall of 1941. 
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Above is one of Rodger’s series of pictures telling the pathetic story of a Dutch 
family on Walcheren Island after the Nazis were ousted. He is now in Holland 
to report efforts of the heroic Dutch to rebuild their homes and country. 
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grain crop was 50 per cent below normal. He reported that only heavy spring 
rains will save this year’s crops from destruction and Spain’s hard-pressed people 
from even greater misery. Here men dig ditches along the dried-up bed of a lake. 


When George Rodger joined LIFE’s photographic staff in Lon- 
don in 1940, at the age of 31, he had already spent years 
wandering in far places. 


He began his adventures as a radio operator with the 
British Merchant Navy, then became a planter on the Af- 
rican Gold Coast, and later a tea planter in India. He gave 
up tea planting when he won the Calcutta Sweepstakes, used 
his winnings to see forbidden Tibet. 


The LIFE-Rodger team-up was a natural. Rodger was ac- 
customed to hopping off into the unknown. LIFE’s world- 
wide coverage, on the other hand, entailed sending photo- 
reporters here, there, and everywhere to get the story of 
events as they happened. 


Hardly had Rodger completed his first LIFE assignment 
... the picturing of the Battle of Britain . .. before LIFE sent 
him to the Cameroons. There, after a journey ending with a 
700-mile trek through the wilds of Africa, he sent back his 
exclusive story of the Free French in Equatorial Africa. 


Once within a space of a few weeks, LIFE assignments sent 
Rodger shuttling back and forth by plane between India and 
West Africa to put on film the fighting in both Burma and 
Bengasi. Altogether, as he reported the progress of victorious 


Victim of the V-1 blitz is borne out of the wreckage by the strong hands of a Lon- 
don rescue squad. This unforgettable photograph by George Rodger, which shows 
his ability to put on film the utter terror of war, is a grim reminder of the last 
desperate effort of the Nazis to destroy London and its people with rocket bombs. 


70 ger the story tirsthand 


Allied armies in Italy and on into Holland and Germany, 
George Rodger added 150,000 miles to his odyssey. 


Now that the fighting is over, George Rodger is continuing 
his globe-circling to bring LIFE’s readers significant close- 
ups of people and places in the wake of war. 

George Rodger’s far-flung travels point up LIFE’s ability 
to have the right reporter at the right place and at the right 
time. By venturing to bring its readers only such authentic, 
firsthand accounts of what’s going on in the world, LIFE has 
attracted the largest weekly magazine audience in history. 

Every week 22,000,000 people depend on LIFE to bring 
them a real understanding of world affairs . . . knowledge 
now increasingly valuable as the world gropes along the 
pathway to permanent peace. 
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Circulation, Ad 
Gains Are Likely, 
MAB Survey Shows 


Expansion in 
Field Outlined 
in New Folder 


New York, April 30.—Continued 
circulation gains are expected for 
leading magazines which still are 
unable to satisfy full newsstand 
demands, as well as greater adver- 
tising, the Magazine Advertising 
Bureau has forecast in reviewing 
war year highlights of the indus- 
try. 

The eight-page folder discusses 
far-reaching developments. in 
circulation, editorial appeal, pro- 
duction methods and processes, ad- 
vertising and magazine support of 
the war effort. Most of the sta- 


tistical comparisons are for the 
period 1939-45—including the last 
year of “normal” business and the 
last year of war. And, cautions 
MAB, the changes outlined are so 
great that their extent may sur- 
prise even those whose affiliation 
with the industry has been unin- 
terrupted during the fast-moving 
war years. 


More Growth Expected 


Viewing future prospects in the 
field, MAB points to some recent 
slackening in newsstand sales and 
increase in returns of comic maga- 
zines and “so-called pulps.” But, 
it adds, most magazine publishers 
expect further growth in the vol- 
ume of magazine circulations, 
based upon these considerations: 

“1. In recent years, magazine 
circulations have increased nearly 
10 times as fast as the gain in 
population—faster than the growth 
in other accepted indices or meas- 
ures of the American standard of 
living. 

“2. Historically, magazine cir- 
culations have always grown rap- 
idly during periods of expanding 


Advertising Age, May 6, 1946 


CIRCULATION CHANGES OF LEADING MAGAZINES BETWEEN 1939 AND 1945 


First Six First Six First Six First Six 
Months, Months, Months, Months, 
1939 1945 Change 1939 . 1945 Change 

A ee 2,189,217 2,494,133 + 304,916 Liberty ..cccssecseccees 2,358,643 1,156,216 —1,202,427 
American Home ....... 1,511,904 2,344,338 + 832,434 Sere ere ee ee 2,382,021 2,865,241 +1,183,220 
Better Homes & Gar- BA ids wane 48 ea ee eek 1,557,547 1,925,048 + 367,501 

RM A Pear re ee 1,961,946 2,380,031 + 418,085 Mademoiselle .......... 169,633 426,030 + 256,297 
Capper’s Farmer ...... 1,168,430 1,241,700 + 73,270 DEED. 60 4 60 4éenadees 2,940,875 3,400,553 + 459,678 
CE GAsadivaseceeres -. ekbaee . 418,907 + 418,907 EE. Si o'0%.608990% 327,838 613,180 + 285,342 
a re 2,745,051 2,846,052 +101,001 New Yorker .........-- 144,233 227,901 + 83,568 
Cosmopolitan .......... 1,854,247 2,063,993 ° + 209,746 Outdoor EAS. oiaasssas: 294,391 343,034 + 48,643 
Country Gentleman .... 2,053,197 2,009,079 —44,118 Popular Science Monthly 624,310 689,903 + 65,593 
ES SS a 468,517 677,038 + 208,521 Progressive Farmer.... 977,707 950,999 —26,708 
Farm Journal ......... 2,442,436 2,506,602 + 64,166 Mere eee 1,200,368 1,552,027 + 352,559 
a feet eee eee eens ttn Peg et: Byte Saturday Evening Post. 3,104,208 3,423,781 + 319,573 

OHA rere ; ¥ 4 ‘4 fe 
Good Housekeeping .... 2,275,808 2,522,730 + 246,922 Successful Farming .... 1,178,532 1,135,778 42,754 
H ’ one BURG. sect cseostcccecacs 759,520 1,211,407 + 451,887 

arper’s Bazaar ....... 202,407 188,619 —13,788 zc t 34.232 25.656 —8 676 
House Beautiful ....... 185,666 265,055 +79,289 | Town enema Ussinis : 7 ae 
House & Garden....... 175,952 203,253 + 27,301 Tre Gta 2c cccicscccs 2,005,139 2,217,293 + 212,254 
| cece 1,918,644 1,853,413 —65,231 VOZUC cee eeeeeeeeeeees 218,762 203,725 —15,037 
Ladies’ Home Journal.. 2,084,126 4,095,097 +1,010,977 Woman’s Home Comp.. 3,130,706 3,566,457 + 435,751 

*Established 1941. tLast 6 months. 
national income, better education, |MAB says, continued advertising| Solar Ups Chertok 


growth in leisure time, advancing 
living standards. Magazine pub- 
lishers hope that these favorable 
conditions will prevail in the fu- 
ture. 

“3. Millions of men and wom- 
en began to read magazines during 
the war for the first time in their 
lives. Magazines expect to hold 
this new readership.” 

In the post-World War II period, 


HOT MARKETS | 


“Booth Newspaper Dealer Service has been 
a strong contributing factor to the state- 
wide spread of Kool-Aid advertising. It has 
regularly reminded the grocery trade of 
Kool-Aid promotion and of keeping Kool- 
Aid counter cartons on display.” In making 
this statement, Kool-Aid’s advertising 
agency recognizes one of the basic services 
offered to all Booth Michigan Newspaper 


advertisers. 
Starting in 1934 with only 


Michigan Newspaper, Kool-Aid added one 
after the other until in 1937 all eight Booth 


Agency, Mason Warner 
Company, Inc. 


is evidence not only of the value of Booth 
merchandising services, but also of the fact 
that “Michigan’s Other Half”’* can be 
reached and sold most effectively from the 
inside, through the eight Booth Michigan 
Newspapers. Whatever you sell, Booth 
Michigan Newspapers will serve you well! 


For specific information on 


“Michigan’s Other Half*** and Booth 
Michigan Newspapers, call: 


one Booth 


Newspapers were on the regular schedule 


. and all eight have remained consist- 
ently on the Kool-Aid program since. This 


Dan A. Carroll, 110 East 12nd Street, 
New York City 17 


John E. Lutz, 435 N. Michigan Ave.. 


Chicago Il 


* Population of Michigan, outside the Detroit 
trading area, is 2,602,055. 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


gains are expected from hundreds 
of new companies and new prod- 
ucts, a rising standard of living, 
technological advances and im- 
provements in products and meth- 
ods, and keen competition between 
industries rather than between 
firms in the same industry. 

While the U. S. population in- 
creased 10% during the same 
period, the folder offers these other 
1933-44 gains in seven indices of 
the American standard of living: 
Passenger car registration, 24.1%; 
daily newspaper circulation, 
30.6%; ordinary life insurance in 
force, 50.8%; motion picture at- 
tendance, 58.3%; telephones in 
service, 60.7%; homes with radio 
sets, 61.7%; and circulation of ABC 
magazines, 97.7%. 

According to bureau figures, the 
average circulation per issue of all 
ABC magazines increased from 
97,000,000 copies in 1939 to 137,- 
000,000 copies per issue in 1944— 
a 41% gain. A further increase 
was registered in 1945, but com- 
plete data is not yet available. The 
wartime circulation picture, it 
points out, was sharply conditioned 
by restricted paper supplies, news- 
stand rationing and restrictions on 
subscriptions, with many farm 
magazines limiting non-farm sub- 
scriptions. 


Gains Are Shown 


The 1939-45 circulation changes 
for important magazines are listed 
in the table on this page. 

Few new magazines “of any ad- 
vertising importance” were estab- 
lished, the bureau said, except in 
the ’teen-age field. Single copy 
sales increased from 41% of total 
circulation of all ABC magazines 
in ’39 to 60% of the total in ’45. 
Increased prices for newsstand 
copies and increased subscription 
rates were fairly general. 

Largest circulation gains came 
in the South and on the Pacific 
Coast, with a small loss in the 
Northwest, and interest was greatly 
aroused in foreign circulations. 

Magazine revenues more than 
doubled from $152,000,000 in ’39 
to $305,000,000 in 1945. An earlier 
story on these figures, and chart, 
appears in the March 25 ApveEr- 
TISING AGE. 

Advertising space in leading 
magazines is still restricted due to 
limited press capacities and paper 
shortages, MAB says, and there 
will be “little relief until 1947.” 


New WIND Program 


“Baseball Quiz,” a new week- 
day 1:05 to 1:15 p.m. program 
over station WIND, Chicago, be- 
gan a 13 week contract April 15. 
Cash prizes are awarded winners 
of the telephone quiz, the award 
increasing five dollars each call, 
until the person called hits a 
“home run.” Gift certificates to 
Baer Bros. & Prodie Clothing 
Store, sponsors, are given as con- 
solation prizes. Kuttner & Kutt- 
ner, Chicago, is the agency. 


Davison Joins Iceberg 

Bloice C. Davison, formerly 
sales manager for Westinghouse 
Electric Corporation, refrigeration 
engineer with Frigidaire division 
of General Motors Corporation, 
and a district manager for Uni- 
versal Cooler Corporation, has 
joined Iceberg Refrigerated Locker 
Systems, New York, as general 
sales manager. 


Sidney L. Chertok has been ap- 
pointed advertising manager of 
Solar Mfg. Corporation, New 
York, electronic and electrical 
parts and test equipment manu- 
facturer. Formerly manager of 
the company’s technical service 
bureau, Mr. Chertok will also act 
as advertising manager of Solar’s 
subsidiary, Solar Capacitor Sales 
Corporation, distributor to the 
radio replacement field. 


(NO. 5 IN A SERIES) 


The 
AtBany Story 


A Quality Market 
A Spending Market 


The Albany Market, as defined by 


the Audit Bureau of Circulations, 
includes all or part of seven counties 
in the rich upper Hudson Valley. The 
city of Albany, capital of New York 
State, is its primary trading center. 


Albany ranked 43rd in the United 
States in 1944 in General Merchandise 
Sales—yet ranks only 72nd in city size 
by population. 


Albany Market's (A.B.C. City and 
Suburban Zone) 1944 Retail Sales 
gained 26.0% over 1939, and 10.1% 
over 1943: 


RETAIL SALES 
ALBANY A.B.C. MARKET 


1939 Estimated $244,439,000. 
1943 Estimated $279,829,000. 
1944 Estimated $308, 100,000. 


Source: Sales Management's Survey 
of Buying Power, May 15, 1945. 


ALBANY IS 
“BEST FOR YOUR TEST” 


The Times-Union is read by over 47,000 


families each morning and over 100,000 
families each Sunday. 


DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers introduced 


and urged the observance of 


“LT AM AN AMERICAN” DAY 


oo Pg 
‘“@ Pa 
2 2h f Lh 


NEW YORK JOURNAL-AMERICAN, MAY 13, 1941 


“Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can 
be done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces of 
publicity that public opinion will compel it 


to be done.”’ 


QVGA 


The Hearst Newspapers were the first to sponsor 


“T Am an American” Day. 


This “all-American expression of American- 
ism” has had from the beginning the personal 


support of the founder of these papers. 


Since its first celebration, “I Am an Ameri- 
can” Day has spread to every city of size in the 
United States, and each observance has drawn 
larger throngs than the one preceding. The 
Hearst Newspapers have watched with pride 


the growth of “I Am an American” Day. 


They believe that the privilege of living in 
America is the most priceless geographical gift 
that God can bestow. And the Hearst News- 
papers believe, too, that every immigrant to our 


ports of entry should become American in 


THOUGHT and ACTION. 


He should learn to love and appreciate our 
glorious United States of America—our govern- 
ment, our system of laws, our freedom, our 
ideals. He should stand ready to defend all 
these things by word and by deed against en- 


vious detractors from other lands. 


The Hearst Newspapers approve the ancient 
admonition: “If you don’t like this country, why 


don’t you go back where you came from?” 


o> 
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Elaborate Survey 
Defines Market, 
Reading of Books 


New York, April 30.—Book pub- 


lishers have long been avid testers | 


of advertising copy in direct mail 
and publication space. 

Recently they extended their 
scientific knowledge of book mar- 
keting by completing and pub- 
lishing one of the most extensive 
consumer market analyses yet 
undertaken as a cooperative in- 
dustry effort. 

Results were published in “Peo- 
ple and Books, a Study of Reading 
and Book-Buying Habits” by 
Henry C. Link, vice-president of 
Psychological Corporation and 
Harry Arthur Hopf of the Hopf 
Institute of Management. (Book 
Manufacturers’ Institute, New 
York, $10.) 


| The two research organizations 
‘spent more than six months pre- 
‘testing questionnaires and tech- 
niques before conducting 4,000 
personal interviews between May 
21 and June 8, 1945. Cost of the 
undertaking was borne by the 
book industry committee of the 
Book Manufacturers Institute, a 
ers, printers, paper-makers and 
other suppliers. 


Study Probed Readership 


Growing from a quarter to half 
a billion dollars from 1939 to 1945, 
the book industry has been well 
fortified with sales statistics and 
timely reports of “best-sellers” 
from retailers. But, according to 
the survey’s sponsors, little has 
been known about people’s read- 
ing habits as contrasted with their 
buying-habits. Interviewers, there- 
'fore, sought to probe the motives 
land reactions of people who fre- 
|quently, infrequently, seldom, or 
never read books, with an eye to 
future expansion of the book-buy- 
ing market. 


group of 79 leading book publish- |’ 


Most important single finding of 
the study was the “transcendent 
influence” of education on the 


7T/ME SPENT IN READING BOOKS 
AS COMPARED WITH OTHER ACTIVITIES 


NEWSPAPER 
£/% 


~-- Book Mfrs’ /nstitule 


reading, and hence the purchasing, 
of books. Education, and not the 
war, has been the major factor in 
the increase in reading and pur- 
chasing of books in recent years, 
the authors suggested. 

“Since education is still in the 
stage of acceleration,” they write, 


“this great, fundamental force is 
continuously at work increasing 
the habit of reading books. The 
increase in the number of people 
reading books will naturally result 
in increased sale of books. 

“Everything in our survey points 
to a long-term gain in the reading, 
and fherefore in the purchasing, 
of books.” 


Paper Backs Help 


Interesting was the conclusion 
that the facts obtained did not dis- 
close an over-whelming trend in 
the direction of low-priced books. 

“Recognizing that the rapidly 
expanding distribution of low- 
priced books represents a response 
to sound merchandising methods 
made possible through successful 
utilization of principles of mass 
production,” the report says, “the 
net result in the long run will 
probably be the creation of a huge 
market side by side with the exist- 
ing market for higher - priced 
books, but in no sense of the word 
an interference with the continu- 
ing exploitation of the latter.” 


THIS IS NEW YORK 


58 halls and 75 


years of re- 


Q search and expeditions to the 


earth’s far regions make The 
American Museum of Natural 
History the largest institution of. 
its kind in the world. 1,700,000 


people a year view its $30,000,- 
000 collection which includes: 
King of the Dinosaurs, 60 mil- 
lion year old Di 
world’s largest Star Sapphire, a 
76 foot Whale, African Elephant 


Herd and a 1341 


nosaur Eggs, 


year old tree. 
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You need newspapers to sell New York 


Advertising Age, May 6, 1946 


Sidelights include: 

1. During the period preceding 
the survey, the reading of the 
Bible was equaled, if not sur- 
passed, by the reading of “Forever 
Amber” and “A Tree Grows in 
Brooklyn.” Among all books read 
by active readers, the Bible con- 
stitutes about 4%. 

2. Of the people interviewed, 
34% claimed to have 100 or more 
books in the home; 22% could not 
or would make an estimate; and 


HOW BOOKS WERE OBTAINED 
BY ACTIVE READERS 


00k Mfrs'/nstitute 


41% say definitely that they have 
less than 100 books. 

3. About 58% of the books 
most recently read by the sample 
were fiction, 37% were nonfiction. 

4. About 70% of all books are 
read by 21% of the population 
(those who last read a_ book 
yesterday.) About 94% of all 
books are read by 50% of the 
population (those who read a book 
yesterday or within the last 
month.) Inactive readers, the re- 
maining 50% of the population, 
account for 6% of books read. 


Grotske Names Agency 


Harry Grotske Company, New 
York, has named Shappe-Wilkes 
as agency for Belle-Meads bour- 
bon liqueur, Virginia corn 
whisky, Briand and Longchamps 
cognacs and Chateau bottled wines 
and champagnes. Advertising in 
liquor trade papers has begun; 
newspaper, magazines and dis- 
plays will follow. 


AFA Adds Six 


The Advertising Federation of 
America has elected the following 
members: A. W. Lewin Company, 
New York; H. M. Klingensmith 
Company, Canton, O.; Nixon 
Newspapers, Wabash, Ind.; Wilt- 
man & Pratt, Pittsburgh; Merrill 
Kremer, Inc., Memphis, and Man- 
son-Gold Advertising Agency, 
Minneapolis. 


BE RIGHT! 
When You Speak 
When You Write 


with ‘these ‘books oy 
JOHN BAKER OPDYCKE 


SAY WHAT YOU MEAN 
Everyman's guide to correct dic 
searchlight into 
Philadelphia Record 

GET IT RIGHT ! 

An all-embracing treasury of cor- 

réct English usage. “No, you can- 

act borrow it!”—Detroit Times 
692 pages. $3.50 

TAKE A LETTER, PLEASE 
A key-manual that will help you 
get i i and 


FUNK & WAGNALLS CO., W. Y. 10 
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SHE guides his planning 


Intelligently planned consumer research 
enables the man at the designing board 
to find out from the woman in the home 
how the products she buys and uses can 
be made better. It is the partnership of 
man and woman at work in one of its 
most practical aspects. 

This partnership has developed better 
homes, better appliances, better textiles, 
better foodstuffs—as the man who makes 


the product has sought the approval of 


the woman who influences its purchase. 


A Better Magazine, Too 
Since 1934 McCall’s has employed this 


same resultful technique in its own re- 
search. A consumer study is conducted 
every month by personal contact with 
women in their homes. These studies en- 
able McCall’s editors to build a magazine 
which reflects, to a unique degree, what 
women think and want. This understand- 


ing of its audience explains why ideas 


move so effectively from McCall’s pages 
into the minds of its readers. 

For the women in more than 3.500.000 
homes McCall’s is not only a source of 
entertainment, inspiration and guidance 


— it is actually a magazine they live by. 


M (Me 


THREE MAGAZINES IN ONE 
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Introduce Chilli-O, 
Frozen Chili Pack 


Chicago, May 1.—Chilli-O, a 
one-pound package of frozen, de- 
hydrated chili manufactured by 
Chilli-O Frozen Foods Mfg. Com- 


pany, has made its appearance 
locally. 
Advertisements in Chicago 


papers feature the package, which 
bears the inscription, “Don’t ask 
for ‘Chili, ask for Chilli-O.” 
Copy claims “lots of beef,” and 
reads, “Just add water—heat and 
serve!” The line, “It’s fresh 
frozen,” is prominently displayed 
in reverse plate. Package serves 
five. 

The company operates nine 
trucks calling on retailers, and 
does a thriving restaurant and in- 
stitutional business with a five- 
pound frozen loaf of the same 
product. Freezer boxes are un- 
necessary, according to the manu- 
facturers, and the package will 
keep about three weeks under or- 
dinary refrigeration. P. K. Libby, 


a former 
president. 

Charles Silver & Co., Chicago, 
handle the account. 


restaurant owner, is 


‘Esquire’ Inaugurates 
National Program 


Esquire has inaugurated a three- 
pronged coast to coast retail store 
merchandising program, with 112 
stores tying in on an exclusively- 
Esquire basis, designed to rein- 
force dealer promotions at peak 
buying seasons and calculated to 
help increase the sale of nationally 
advertised brands. 

First phase of the program in- 
volves use, for the first time, of 
Esquire’s “Authentic Fashion 
Pages.”’ Three times yearly, for 
spring, summer and fall, the mag- 
azine will distribute full-color, 
life-size blowups of the pages to 
the stores, supplemented by six 
miniature replicas for store in- 
terior display and three advertise- 
ments in newspaper mat form. As 
phase two Esky, the publication’s 
trade figure, will be featured in 
three-dimensional window displays 
for special Father’s Day, “Going 
Back to School” and Christmas 


promotions. Phase three employs 
the use of the “Esquire Merchan- 
diser,” distributed free to 15,000 
retailers in the jewelry, drug and 
tobacco, liquor, men’s and depart- 
ment store fields. 


‘Parents’ Ups Guarantee 
Parents’ has announced an in- 
crease in circulation guarantee 
from 800,000 to a net paid ABC 
yearly average of 890,000, effective 
with the January, 1947, issue. New 
advertising rates adjusted to the 
new guarantee will provide, Par- 
ents’ notes, a base rate per page 
per thousand “that will be the 
lowest in the publication’s his- 
tory.” New black and white page 
rate, effective January, 1947, issue, 
will rise from $2,875 to $3,175. 


Increases Trim Size 

American Magazine will increase 
trim size from 8 7/16 inches wide 
by 103%4 inches deep to 8 7/16 
inches wide by 11 inches deep, 
effective with the September, 1946, 
issue. New sizes for all bleed units 
have been announced, but no 
changes will take place in sizes 
for standard units. All rates re- 
main the same. 


In Sales Management's 


Quality of Market Index 


Rich, prosperous Peoria County, with a score of 125, has 


retained its leadership in Llinois . 


. with no exceptions. 


Here is the finest market in the state. 


... and WMBD is FIRST in the 
HOOPER Station Listening Index 


6:00 P.M.—10:00 P.M. 


SETS 
HOMES 
INDEX a WMBD | A B c D E  |OTHERS) oaitep 
WEEKDAY MORNING 
MON. THRU FRI. 2.1 | 57.3 | 89 | 152 | 59 | 47 | 55 25 2,517 
8:00 A.M.—12:00 NOON 
WEEKDAY AFTERNOON 
MON. THRU FRI. 2.4 | 50.2 | 146 | 100 | 79 | 27 | 67 3.1 3,758 
12:00 NOON 6:00 P.M. 
EVENING 
SUN. THRU SAT. 439 | 529 | 27 | 98 | 50 4.0 16 | 7,031 


SUNDAY AFTERNOON 
12:00 NOON--6:00P.m. | 29 | 31.3 


17.8 | 183 | 17.3 0.8 18 6.7 1,507 


SATURDAY DAYTIME 
8:00 A.M. 6:00 P.M. 32) 61.6 | 74 


8.2 47 1S} 12 3.7 2,536 


TOTAL RATED 30.9 
TIME PERIODS . 


52.4 | 15] 11 | 66 | 60 | 54] 26 


17,349 


a ng nm 


5000 WATTS 
Edgar L. Bill 


President 


FREE & PETERS, Inc. 


. . National Representatives 


NRE tee 


CBS AFFILIATE 
Charles C. Caley 


Executive Vice President 


MBL 


PEORIA, ILLINOIS 


WMBD has a greater share of 
Peoria’s audience than all other 
stations combined. Check this 
city zone Hooper for Jan.-Feb. 
1946. No other station or com- 


bination of stations can ap- 


proach WMBD’s coverage of | 


this wealthy active market. 


Share of audience, city zone, Peoria, 


Illinois; Jan.-Feb. 1946 


chien Nite Soemnec: Tec Radt, 


Si keaton br 


Chevrolet’s newly-appointed ad mgr., Charles J. French, made his 
bow to Chicago area media representatives at a Palmer House 
luncheon April 23. As he did earlier in Detroit, Thomas H. Keating, 
Chevrolet’s general sales mgr., acted as host, paid tribute to a long, 
effective association with Campbell-Ewald execs., and introduced 
to the 200 guests G. I. Smith, asst. gen. sales manager for the west- 
ern half of the U. S., and Myron E. Scott and J. S. Clark, asst. mgrs. 
of the Chevrolet ad dept. Scott originated the famed soap box 
derby... 

To Herbert Metz, asst. dist. mgr. of Graybar Electric Co., New 
York, the Nat’l Electrical Wholesalers Ass’n recently presented 
its 1945 medal at the 37th annual convention in Chicago. Metz, who 
served as chairman of the group’s postwar planning committee, 
was acclaimed by members for arranging a series of forums that 
stimulated “sound thinking and planning.”. . 

Lee Tracy, pres. of Tracy-Robinson, N. Y. public relations con- 
sultant, is new chmn. of the promotions comm. of the Greater New 
York Councils, Boy Scouts of America. He has served on the com- 
mittee for two years. . . Thirty-seven staff members of Research 
Institute of Am., headed by Pres. Carl Hovgard and chief economist 
Leon Henderson, will fly to Bermuda in chartered Pan-Am Con- 


IT WAS A PIPE—AI Johnson, business manager of Station KOY, and Benet 

Hanau, secretary of the Phoenix Advertising Club, are shown examining a Hopi 

peace pipe. The pipe has just been smoked by Joe Sekakuku, Hopi snake priest 

from Second Mesa, and Tomas Roman, Papago Indian from Vamori, it says 

here, at ceremonies in Prescott celebrating an inaugural flight by Arizona 
Airways to the Grand Canyon. 


stellations for a six-day planning conference, June 29-July 5. Leo 
M. Cherne, exec. sec’y, now in Japan working on that country’s tax 
program, will fly from Tokyo to join the group... 

During a Marine Day celebration in Austin, Tex., April 24, Ward 
M. Wilcox, who handles radio accounts for Thomas F. Conroy, Inc., 
San Antonio, was awarded the Bronze Star, with Gov. Stevenson 
making the presentation. . . Cincinnati Gas & Electric Co.’s pub- 
licity manager, E. Richard Keller, has been elected president of the 
local chapter of the Reserve Officers Association. . . 

Sylvia Dee, who wrote “Chickery Chick,” which did all right 
here and is now the fastest selling song in England, and who is 
making more fame and fortune with “It Couldn’t Be True,” has a 
skeleton in her closet: She was a working adgal on the staff of 
Sibley, Lindsay & Curr’s department store in Rochester, N. Y., until 
fame tagged her... 

Ben Duffy, who started as office boy for BBDO, where he now 
is pres., has an office boy of his own named Duffy—(first name 
Joseph)... 

In Seattle, N. T. MacNeil, pro. mgr. of the Post-Intelligencer, 
is basking in the reflected glory of three staff members who made 
a “clean sweep” of the Washington State Press Club’s awards for 
distinguished feature writing. The awards went to Carlton Fitchett, 
Anne Stewart and Berne S. Jacobsen. . 
equally proud of the fact that Edward R. Eastman, editor and presi- 
dent of American Agriculturist, has been elected a member of the 
board of regents of the University of the State of New York, suc- 
ceeding Owen D. Young... 

Allen L. Billingsley, head of Fuller & Smith & Ross, is another 
leading adman who can’t say no, much to the benefit of various 
organizations. He has just been elected a director of the Cleveland 
Chamber of Commerce. . Another Clevelander, W. A. Weaver, 
asst. to the president of Griswold-Eshleman, has been awarded an 
oak leaf cluster to his Legion of Merit and been presented with the 
Distinguished Citation of Commendation for his work in Army 
ordnance. When he took off his uniform he was wearing eagle’s 
wings... 

Two new “masters” in house organ circles are Paul Ackerman, 
editor of Pullman Standard’s “Carbuilders,’ and Winifred Clifton, 
editor of Acme Steel’s “Acme News.” They are holders of ‘Master 
Editor of 1946” awards bestowed recently by Kenneth E. Olson, 
dean of the Medill School of Journalism of Northwestern U... 

The distinguished looking subject of Northwestern National Life 
Insurance Co.’s current magazine copy, which pictures people who 
have an excellent chance of celebrating their 70th birthday, is none 
other than Howard Dodge, Newsweek’s Chicago rep. . . 

Harry C. Phibbs celebrated the 25th anniversary of the Harry C. 
Phibbs Advertising Co., ethical pharmaceutical agency, with a din- 
ner for the staff at Chicago’s Tavern Club April 24. The party also 
served to celebrate the agency’s last returnee from the service— 
Dr. James F. Fleming—who had been released from the Navy a 
few days previously... 

Station Manager Ralph W. Kanna, of WONS, Hartford, Conn., 
has been named to the city’s “I Am An American Day” committee, 
which is in charge of the event scheduled for observance May 19. 
.. It was 25 years ago that John Barrett, of the nat’l ad staff, joined 
the Hartford Times... 


. And the Katz Agency is: 
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The Secretary of Commerce, Henry A. 
Wallace, cuts loose on the controversial 


(as the Department of Agriculture 
expanded its help to small farmers)? 


question of government aid for small 
business — in an article in the new issue 
of The American Magazine. Do we want 


Wallace says yes...says it will help 
check any future depression. Don’t miss: 
A Way to Check Depressions, by Henry A. 


to expand the Department of Commerce 
to give increasing help to small business 


Wallace —in the June American Maga- 
zine, on sale today. 


Small Business— Big Audience 


‘Sten seavice of f 


ANT CAN 


ae 


An article on government aid for small business is aimed not 
only at the 2,750,000 small business men and women, but also 
at millions of other men and women interested in the basic 
question of government planning. 

Henry A. Wallace’s article in the June issue is just another 
example of the editorial policy that has built The American 
Magazine’s multimillion audience . .. an audience of millions 
of men and millions of women, who are alert to what’s going 
on in the world ... whether of politics or products! Note that, 
as usual, this article is written by, not merely about, the man 
making the news. 

Watch The American ... month after month . . . for articles 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Sales of Retail 
Stores Reported 


at Record Level 


Nondurables Make 
Largest Gains; 
Durables Off 50% 


Washington, April 30.—Food, 
clothing and liquor stores are en- 
joying a lush prosperity as the 
shortage of durables continues to 
channel the swollen stream of con- 
sumer expenditures into nondur- 
able goods and services, Depart- 
ment of Commerce figures for the 
first three months of 1946 show. 

Taking inventory at the end of 
the first quarter of the first post- 
war year, Commerce estimates 
that retail stores have enjoyed 
their biggest business in history, 


, 


with sales during the three months 
rolling along at a projected annual 
rate of $90 billion, a 20% gain over 
the first ’45 quarter. 

By working over the figures a 
bit, Commerce determines that 
shortages have resulted in im- 
portant distortions in spending 
patterns, with sale of durables 
50% below where it ought to be, 
and nondurables 25% above what 
might rightly be expected. 


Durables Off $14 Billion 

Using the prewar relationship 
between durable and nondurable 
sales, Commerce finds that at the 
current rate of $75 billion a year, 
nondurables are doing a $13 bil- 
lion volume greater than normal 
for the present business level, 
while durables, at a rate of $14.5 
billion, are $14 billion below “par.” 

The filling stations, food, drug, 
apparel and department store 
group had better make hay while 
the sun shines, however, for Com- 
merce feels that consumers will 
shift their spending as the supply 
of durables increases and non- 
durables come into better balance. 


Nearly a quarter of the total re- 
tail sales gain went to grocery 
and other food stores, with busi- 
ness for this group accounting for 
$23.2 billion of the $75 billion total 
for nondurables. Sales for retail 
apparel stores were 40% higher on 
an annual basis than nine months 
ago, and general merchandise 
stores reported a 30% increase in 
revenue. 


Merchandise Short 


Lack of merchandise was the 
obvious weakness in the durable 
goods field—automobiles, parts, ac- 
cessories, furniture, electrical ap- 
pliances and jewelry. While they 
lagged behind the $15 billion fig- 
ure of 1941, their present $14.5 is 
35% above the $10.1 billion of a 
year ago. 

Commerce conceded freely that 
prices are substantially above 1941, 
and that these price increases ac- 
count for a substantial amount of 
the increase in dollar volume of 
sales. The rise in food expendi- 
tures is not fully explained by 
increased supplies or the increase 
in civilian population, Commerce 


feels, nor does quantity alone ac- 
count for the dollar volume of the 
clothing industry, where upgrad- 
ing has been common practice. 

Reduction in public spending 
since the end of the war was 
dramatized by the fact that con- 
sumers paid out $120 billion dur- 
ing the quarter, nearly two-thirds 
of the total outlay for goods and 
services. 

These consumer expenditures 
were up to a rate of $20 billion 
above the second quarter of 1945, 
the quarter preceding V-J Day, 
and business capital expenditures 
were up 12 billion. Since govern- 
ment spending was off $56 billion 
from 1945, the gross national prod- 
uct was down $23 billion. 


Plans Hour Mystery Show 


Starting June 9, United States 
Steel Corporation, Chicago, will 
present a full-hour mystery show 
coast to coast at 9 p.m. (CDT) 
over American Broadcasting Com- 
pany’s network. The program is 
the summer replacement for the 
company’s current show, “The 
Theater Guild on the Air.” 


it’s the 


Ocal tou 


People are interested most in things and events and persons that 


are closest to them. They read the news from Chungking and Moscow, from 


Paris and Tokyo, “but to a much greater extent?’ says the Advertising 


Research Foundation which conducts The Continuing Study of Newspaper Reading, 


“they read news that touches their everyday lives:’ « The levying of 


a new property tax, the appointment of a new superintendent of schools, 


the engagement of a neighbor’s daughter, the victory of the High 


School team, the renomination of Mayor McCarthy, the stage 


success of the corner druggist’s son, the accident on Maple Avenue, 


the robbery on Main Street, the return from overseas 


of Lieut. Coddington ...events like these 


in the community. 


make news of compelling interest to people 


And it is news 


that they can get only in their local 


newspapers. * This intimate hometown flavor, 


this unique local touch of the newspaper is one of the 


reasons why its contents, including the advertisements, are read so eagerly 


and thoroughly...one of the reasons why advertising in newspapers 


produces such large returns. 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by the Minneapolis Star-Journal and Tribune in the interest of all newspapers 


Advertising Age, May 6, 1946 


Gimbel Retains 
Lead Over Macy 


New York, May 2.—Gimbel 
Brothers, Inc., moved farther 
ahead of R. H. Macy & Co. in 1945, 
in the race between these two de- 
partment store groups for leader- 
ship in sales. Both of them for 
the first time passed the $200,000,- 
000 mark. 

The Gimbel group of stores had 
a volume of $230,094,999 for the 
fiscal year ended Jan. 31, as com- 
pared with $194,552,408 for the 
parallel period of the previous 
year. The current figure was 
nearly double Gimbel’s volume of 
$117,433,354 for the fiscal year 
ended Jan. 31, 1942. 

For the 53-week period ended 
Feb. 2, the Macy group had sales 
of $219,316,000, as compared with 
$184,830,000 for the 52-week peri- 
od of the previous year. Macy’s, 
New York, sustained its claim of 
being the “world’s largest store” 
with a volume of $132,264,000 in 
the current year, as against $116,- 
479,000 in the previous year. 

Other stores in the Macy group 
are L. Bamberger & Co., Newark; 
Davison-Paxon Company, Atlanta; 
LaSalle & Koch, Toledo, and 
O’Connor, Moffatt, San Francisco. 

The Gimbel total covers Gimbel 
stores in New York, Philadelphia, 
Pittsburgh and Milwaukee, Saks 
Fifth Ave. and Saks 34th St., New 
York, and Saks Fifth Ave. 
branches in Chicago, Detroit, Bev- 
erly Hills, Miami Beach and Palm 
Beach. 

In Chicago, Marshall Field & 
Co. had total 1945 sales to cus- 
tomers: of $161,000,000. Added to 
1945 rental income, Field’s total 
was more than $165,000,000, com- 
pared with $152,000,000 in 1944. 
During the first quarter of ’46, the 
company’s net sales rose to $41,- 


| 273,944 contrasted with $38,472,- 


902 for the similar ’45 period. 


Sal ‘ s a 
Hickey to ‘Buy-Lines 

Tom Hickey, formerly with Leo 
McGivena & Co., New York, and 
previously with This Week, has 
been named national sales manager 
for Nancy Sasser’s Buy-Lines and 
Buy-Lines for Men by Phil Sas- 
ser. 


Miller Appoints Stepan 

George W. Stepan, vice-presi- 
dent of Maple Leaf Milling Com- 
pany, has also been appointed 
general sales manager of the com- 
pany, in Toronto. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 


Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C.7, N.Y. 
: BArclay 7-5371 baat 
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FIRST ISSUE MAY 5th 


A Brilliant 


Oe iene 


“DAY, wits a ALLIES 
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NEW 
COLOR GRAVURE MAGAZINE 


To Multiply the Effectiveness of Your Advertising Message 


NOW! attention-compelling colorgravure gives 
added momentum to your advertising in the 
leading Sunday newspaper of the South's great- 
est market. And intensive, responsive reader- 
ship that's "built in'' by a trained staff of special 
feature writers and expert color photographers, 
who know how best to localize editorial content 
against the background of fabulous New Orleans. 


Major market newspaper advertising repre- 
sents the shortest distance between your goods 


Total Sunday Circulation 253,584 
Sunday City 148,898 


and consumers. Take advantage of the added 
impetus of 90° reader interest in a magazine 
supplement that blankets every buying level, 
reaching 96 out of every 100 homes in New 
Orleans, plus more than a hundred thousand 
trading area families. This effective coverage is 
yours at surprisingly low cost,—a fraction of a 
cent per reader. 


Add this powerful New medium to your adver- 
tising plan in 1946. 


Sunday Suburban 36,500 
Daily Times-Picayune AM 154,389 


Daily States PM 87,179 
CIRCULATION FIGURES . . . ABC PUBLISHERS’ STATEMENTS . . . 3 MONTHS ENDING MARCH 31, 1946 
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Liquor Industry's 
Merged Publicity 
Group Organizing 


Licensed Beverage 
Industries Seeks 
Executive Director 


New York, May 2.—Application | 


old organizations will function 


while LBI is being born. 


Director Sought 


An executive director is being 
sought for LBI who will receive | 
|a salary reported to exceed $50,000 
for directing the public relations, 
field work and industry relations 
activities. An industry spokesman 
‘told AA that he probably would be 
|chosen from outside the industry 
' because of the difficulties of secur- 
ing a top executive within the in- 
'dustry who is not tied to one of 
the major companies. 

Although CABI has been a 


has been made to the New York |heavy advertiser in country week- 
secretary of state for a charter for |lies and occasionally in dailies, it 


Licensed Beverage Industries, Inc., 
a new organization to take over} 
the functions of Allied Liquor In- 


is expected that the new group 


|will emphasize the “grass roots” 


| approach more than institutional 


dustries and Conference of Alco- | advertising. 


holic Beverage Industries, the two | 
principal public relations groups | 
AA has! 

'vertising campaign planned by the 
Plans are being formulated by | Distilled Spirits Institute, 


of the liquor business, 
learned. 


Holds Up Campaign 


Meanwhile, an institutional ad- | April, 


in co- 


a committee of leading industry | operation with other distillers who 
members (AA, April 15). The two!are not members of DSI, is being 


oe ag ei 
~ fr: 4 


held in abeyance. This campaign 
was originally planned to tell the 
public that distillers’ use of grains 
did not contribute to the food 
| shortage, and to urge cooperation 
|with the President’s Famine Emer- 
gency Committee. Announce- 
ment of a further curtailment of 
grain allocations to the distilling 
|industry may precipitate action on 
this campaign, some industry cir- 
cles reported. 


GRAIN CUT WON'T 
HIT LIQUOR ADS YET 


New York, May 2.—Further re- 
strictions of grain allocations to 
the distilling industry, announced 
by the Department of Agriculture 
this week, will not immediately 
affect liquor advertising, officials 
of the leading distilling companies 


told AA today. 


Distillers, who operated at five 
| days’ full mashing capacity during 
have been restricted to 
three 24-hour days’ capacity in 


|May. However, industry members 
‘point out, bonded whiskies must 
lage for four years and inventories 


of whiskies, while low, are still by | 
no means depleted. Allied Liquor | 
Industries estimates whisky in- 
ventories at 285,000,000 gallons. | 
Uncertainty as to how long re-| 
strictions will remain in effect 
and the necessity of holding the 
market for brands make any ad- 
vertising cuts inadvisable at this 
time, liquor admen say. 

Three days’ production can pro- 
duce an estimated 12,000,000 tax 
gallons of whisky, gin and neutral 
spirits a month, using about 2,500,- 
000 bushels of grain, as opposed 
to 14,000,000 gallons estimated for 
April production. National con- 
sumption of all alcoholic beverages 
including wine is about 14,000,000 
wine gallons. In addition, losses 
through leakage and evaporation 
average about 7,500,000 gallons. 


Publisher Appoints Son 


William J. Conners Jr., presi- 
dent and publisher of the Buffalo 
Courier-Express, has named his 
son, William J. Conners III, re- 
cently in the Army, as assistant 
editor and publisher. 


HERES YOUR YARDSTICK, 


tor Dominant 
Paciti 1 Coast Coverage 


advertisers who want to dominate the Sunday market. 
For a fraction of a cent per reader, your message 


reaches over 1,500,000 highly responsive families 


YOUR CHOICE OF POSITION IN THE FOLLOWING SECTIONS 


THE BIG THREE — 


ee 


K\\\ 


“BIG 


By any measure 
it’s the 


| Studios, 
| officially as the emblem for the Na- 


| 


=” 


SAN FRANCISCO % 


EXAMINER 


LOS ANGELES 


Yes, by any measure it’s the “Big 3” for 


Main News, Sports, Smart Set 


EXAMINER 


POST. 


EXAMINER 


SEATTLE 


OS ANGELES” 


INTELLIGENCER. 


Zs Pacific Coast Sunday Group | 


Advertising Age, May 6, 1946 


AUTO JUBILEE—This symbol, designed 
by Arthur Radabaugh of New Center 


Detroit, has been adopted 
tional Automotive Golden Jubilee cele- 
bration, to be held in more than 400 
cities coast-to-coast May 29 to June 9. 
A 65-foot symbol, representing an old 
car as the past, a new car as the pres- 
ent, and an atomic device as the fu- 
ture, will be unveiled in Detroit, May 
29, to celebrate the auto industry's 
50th anniversary. 


Auto Workers Ask 
Denial of License 
to Station WKRC 


Cleveland, April 30.—A request 
that the license of Station WKRC, 
Cincinnati—up for renewal this 
week—not be renewed, has been 


‘made in a petition filed by the 
‘CIO United Automobile Workers. 


Paul Miley, Cleveland, regional 
director of the UAW, filed the pe- 
tition with the Federal Communi- 
cations Commission in Washing- 
ton. 

The Archdiocese of Cincinnati 


|contracted with the station last 
Nov. 


4 to sponsor a series of 
broadcasts on the position of the 
Catholic church on public ques- 
tions, and the Dec. 2 broadcast 
was to have been a discussion of 
the General Motors strike, the 
UAW petition related. The UAW 
said the station censored the script 
so thoroughly that the broadcast 


lhad to be canceled and WKRC 


then canceled the remainder of the 
series over the protest of the 
Archdiocese. 

On Jan. 14, the UAW filed a 
petition with the FCC asking that 
WKRC’s license be revoked. The 
union said the FCC suggested that 
the petition be withheld pending 
action on the station’s license re- 
newal request. 


Launches Railroad Drive 


The New Haven Railroad, which 
will spend about $500,000 for ad- 
vertising this year, has launched 
a 1,000-line “service announce- 
ments” campaign in 14 cities on 
its new and faster schedules be- 
tween New York and New Eng- 
land points. In plans now being 
formulated for a continuing cam- 
paign, travel promotion will be 
played down. Walter Weir, Inc., 
New York, is the agency. 


Headwear to Isaacson 


Headwear Importers, Inc., New 
York, has placed its advertising 
with Robert Isaacson Associates, 
New York. Trade publications and 
national magazines will be used. 


Geared to meet 
the special needs 
of advertisers in the 
$100,000 bracket. 


— BURTON BROWNE 
ADVERTISING 


619 N. MICHIGAN, CHICAGO II + DEL. 8300 
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Unicorn’s Head 

The Unicorn’s Head... 

| 

| “At all hours of the clock, and even on nights as black as the 
d | Tunnel of a Chimney”. . . to “chymist Bartram’s elaboratory” 
DF 
‘ | on Third Street, Philadelphia in 1774 “came choleric squires 
a | | | HY | om \\\ ar : ; for strengthening Elixirs, eupepticks for stomacks disorder’d 
‘i | | , s | oe P by too hearty Entertainment . . . pain palliatives in blue phials 
] | | \\ Yi) ama \\\\ i wa e ener ... fever powders, Saffron, sago, saloop, sundry galenicals in 
5 | white gallipots . . . whence issu’d the seiz’d shewing a Sensible 
~ | i] if : ANS . improvement in the Spirits...” 


THE COLONIAL chemist and today’s editor both condition the 


Vy | customer for the world’s ills, add to mental wellbeing . . . serve 


i] 
ANA, NK | skillfully, with diligence from dawn to dawn. The newspaper 
y \\ y g pap 
\ 


‘ N 
Y= TAA KK x puts current events in a convenient capsule, bottles the best 
lS /j / > Z : 

on i \\ ff 7s — 2 SSN AND, — entertainment, features, sports, and society . . . triturates the 
significant from the trite . . . emulsifies thought with editorials 
e- Bile / 7 oN See =i iti ... shakes the pestle at scandal . . . turns a tolerably well 


g- ML / if Oo 4 ———— ee im iy informed mind to one in fine fettle. 

st I/ L/ m- * bi ee IN PHILADELPHIA, The Inquirer read by 575,000 families in 
ne | We yy, ya aie Vira) Se NN hardy fiscal health . . . gives vigorous volume to vendors, both 
wa I WAY Nh = AA \\ local and national . . . puts pink cheeks on sales curves. For 


ne MW 7 oe ae, \\\\) \"\\ hale and hearty cash response—hail The Inquirer! 
\\ “ = ~ \ \ \ \\ ‘4 


A WC Che Philadelphia Inquirer 
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Raleigh to Weigh 
lts Sales Results 
from Testimonials 


But Second Campaign 


in Dailies Scheduled 
to Start in July 


Louisville, May 2.—Despite crit- 
icism from various quarters, in- 
cluding the National Better Busi- 
ness Bureau (AA, April 22), 
Brown & Williamson Tobacco Cor- 
poration intends to continue 
through 1946 a testimonial cam- 
paign for Raleigh cigarets launched 
last Feb. 4, W. R. Hendricks, ad- 
vertising manager, told ADVERTIS- 
ING AGE. 

The copy, placed through Ted 
Bates, Inc., New York, is appear- 
ing in 150 newspapers. 


“We don’t usually expect sales 
results from our campaigns within 
three months,” Mr. Hendricks 
added. “On the current Raleigh 
campaign, we won’t start measur- 
ing results until some time in 
May.” 


Sales Picture ‘Clouded’ 


Despite an increase of 25 cents 
per 1,000 units in manufacturers’ | 


prices of cigarets, granted by the | 
OPA on April 25, he pointed out, | 


the “sales picture is still clouded.” 
Margins are still not really profit- 
able. 

The nation’s cigaret production 
is now at a monthly rate of about 
25 billion units, or about 300 bil- 
lion a year. Of this B&W is said 
to represent 5% on all its brands, 
or about 15 billion annually. 
Raleigh sells about half of the 
total, or 7.5 billion annually. 

In the current testimonial series, 
insertions of 1,000 lines in ‘“A” 
papers and 800 lines in “B” papers 
are scheduled weekly. After June 
30, the sizes will be reduced to 
800 and 600 lines for the two 
groups. 


Gile Reopens Agency; 
Appoints Dunsworth 


Chester A. Gile has reopened 
his agency, with larger offices in 
the Thorpe building, Minneapolis, 
after closing it 
three years ago 
to enter the 
Navy as  lieu- 
tenant com- 
mander. Jack 
Dunsworth, for- 
merly in the 
sales and mer- 
chandising de - 
partments of 
Kellogg Com- 
pany, has joined 
‘ the agency to 
Chester Gile handle promo- 
tion and merchandising. 

Mr. Gile reports that more than 
90% of his former clients have 
reappointed his agency to handle 
their accounts. 


Coleman Joins NBC 


John A. Coleman, formerly as- 
sistant director of research for the 
Ross Federal Research Corpora- 
tion, New York, has joined NBC, 
New York, as research associate. 


Bulova Will Spend 
$1,000,000 on New 


‘Excellency Group’ 


New York, May 3.—Bulova 
Watch Company will break “the 
most extensive . .. most distin- 
guished advertising campaign in 
watch history” on May 8, spending 
well over $1,000,000 in ads in 
newspapers, magazines and radio 
from coast to coast to spread the 
news of its group of six brand 
new watches, the ‘Excellency 
Group.” 

The 21-jewel watches, all men’s, 
will retail from $52.50 to $225, 
and are named the Princeton, Di- 
rector, Ambassador, Treasurer, 
Statesman and Tuxedo. Each 
comes in yellow, white and pink 
gold, and is “polished with dia- 


;/mond dust.” 


‘Runs on Bulova Time’ 


Bulova’s new over-all advertis- 
ing theme, to be featured in all 


its ads, will be “America runs on 


Americans are on the move 
The house is locked... 


has the cat... 


and the milkman 
won’t deliver again until August 
29th. Mr. and Mrs. America are 


stated that ‘‘ne 
the people of the world—the mil- 


lions of ordinary 
—felt so surely 
ing’’. 
.a neighbor 


off on the wildest vacation spree 


in years. 


Just recently Mr. Joseph B. 
Ennis, senior vice-president of the 
American Locomotive Company 


In Scripps-Howard cities all 


over the count 


ventory of their 


normal, natural thing like breath- 
What’s more, people are 
kicking down budget barriers in 
a record-breaking pursuit of the 
vacation pleasures denied them 
in the last four years. 


are probing attic closets, dusting 
off long idle suitcases, taking in- 


ver before have 


everyday people 
that travel is a 


travel dollar. 


ry—our readers 


needs for sport- NEWSPAPER. 


ing equipment, cameras, clothes, 
and all the other things that help 
make vacations more pleasant. 
Here is an audience, over three 
million strong, that offers adver- 
tisers unlimited possibilities for 
tapping a large share of the 1946 


When countless thousands of 
our readers take to the four cor- 
ners of the land, be sure your 
product makes the trip with them. 
Tell them about it in the pages of 
their favorite SCRIPPS-HOWARD 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK World-Telegram COLUMBUS ....... Citizen 
Geeweeree tc ott et Press CINCINNATI ........ Post = 
0 eee ee a. a a Post = = 
SAN FRANCISCO... .. . News Covington edition, Cincinnati Post 
INDIANAPOLIS eee e ees Times KNOXVILLE és News-Sentinel _ 
NATIONAL ADVERTISING DEPARTMENT + 230 PARK AVENUE - NEW YORK 


7% 


SS DENVER ..... Rocky Mt.News EVANSVILLE ......4.-- Press 
BIRMINGHAM ....... Post HOUSTON .....2 +e es Press 
MEMPHIS .. . Commercial Appeal FORT WORTH ....-+s - Press 
MEMPHIS ..... Press-Scimitar ALBUQUERQUE. .... .- Tribune 
WASHINGTON ....... News EL PASO......--. Herald-Post 
CHICAGO SAN FRANCISCO DETROIT MEMPHIS PHILADELPHIA 


| will 


Advertising Age, May 6, 1946 / 


BULOVA TIME—This ad, to appear in 
the June issue of Fortune and the May 
27 issue of Life, is one of a new series 
featuring Bulova's new "Excellency 
Group" watches. on which the company 
| will spend over $1,000,000 in national 
| advertising. 


Bulova time.” A four-color spread 
in the May 18 Saturday Evening 
Post will show all six of the 
watches. Full-page, four-color ads 
will appear in May and June is- 
sues of The American Weekly, 
Life, Fortune, Mademoiselle, Time 
and Vogue; the June issue of True 
will carry a full-page, black- 
and-white ad, and the June issue 
of Skyways will run a one-column, 
black-and-white bleed advertise- 
ment. 

Single-column to full-page ads 
run in 19 newspapers 
throughout the country, in addi- 
tion to four-color page ads in the 
Sunday magazine sections of the 
Chicago Tribune, New York News, 
New York Times and Philadelphia 
Inquirer. Also included will be spot 
announcements over 250 radio sta- 
tions. Bulova says: “Every home 
in America is within range of a 
radio station broadcasting Bulova 
watch time.” 

Other themes to be used in the 
May-June campaign exclaim, 
“Perfect design for perfect time!’’; 
“Masterpieces of fine watchmak- 
ing” and “Gift of a lifetime.” Local 
ads in June will tie in with 
|Father’s Day. 

Biow Company is the agency. 


American Paint Sues 
Sherwin-Williams 

The American Chemical Paint 
Company, Ambler, Pa., has filed 
suit against Sherwin-Williams 
Company, Cleveland, O., demand- 
ing triple damages and alleging in- 
fringement of its patent covering 
“2.4-D” and similar chemicals as 
weed killers. The complainant 
also alleges trademark infringe- 
ment and acts of unfair competi- 
| tion (AA, April 15). 
| The court has been asked to 
|grant a preliminary injunction to 
stop any further sales of Weed- 
No-More, the product accused of 
patent and trademark infringe- 
|ment. 


CANNOT ‘BE ‘SOLD 
FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times had 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 


‘THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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ID RATHER DEAL 
WITH A LARGE 
AOVERTISING AGENCY ! 


(D RATHER DEAL WITH 
AN ADVERTISING AGENCY 
TWAT REACHES THE Most 
PEOPLE FOR EVERY 
DOLLAR | SPEND, WITH 

A MESSAGE THAT WILL 
SELL MY PRODUCT! 


('D RATHER DEAL 
WITH A SMALL 
ADVERTISING AGENCY ! 


BAWNWa 


ee. 


YOUNG & RUBICAM, INC. 
ADVERTISING 


NEW YORK= CHICAGO: DETROIT+ SAN FRANCISCO * HOLLYWOOD 
MONTREAL: TORONTO’ MEXICO CITY* LONDON 
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Patent Head Asks 
Universal File 
of Trademarks 


New York, May 1.—A _ univer- 
sal file of active trademarks, and 
revision of court handling of trade- 
mark cases were advanced by Pat- 
ents Commissioner Casper Ooms 
today as two of the reforms ur- 
gently needed to protect trade- 
mark holders. 

Since many trademark owners 
have not found it worth while to 
register their marks with the pat- 
ent office, Mr. Ooms told the 
United States Trademark Associa- 
tion, the universal file can be built 
only by locating and recording 
each mark now in use, and secur- 
ing and recording each new mark 
that appears. 

Existence of such a universal 
register, he pointed out, would pro- 


Great Big Man in the South 
The Golden Belt Farmer 


Average Income Per Farm jumped from 


3270 


in 1944 to 


749 


in 1945 
* * * 


Total Golden Belt Farm Income 


OVER $4.9 L4 MILLIONS. 
Over Half the N.C. Total! 


The Raleigh News 
and Observer is the ONLY Morning 
and Sunday Daily published in the 
Golden Belt of the South. Circulation 
now over 90,000. 


Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 


, 


tect the prospective trademark 
user against wasteful expenditures 
in establishing a trademark only 
to learn at a later date that others 
have “prior and greater claim.” 


Unified State Action Needed 


Touching on the need for new 
world-wide trademark protection, 
he conceded we have furnished no 
example of realistic treatment in 
unifying our trademark protection 
within the 48 states of the United 
States. 

With trademark questions settled 


by the courts of 48 states, the 
federal courts and the tribunals 
of the patent office, “most chari- 
tably, it can be said that decisions 
are not in agreement,” the patents 
commissioner commented. 

To protect state sovereignty, but 
to assure a unity in decisions, Mr. 
Ooms mentioned the possibility of 
a uniform state trademark law, or 
“an effort at restatement of prin- 
ciples such as has been attempted 
by the American Law Institute.” 

Creation of the universal reg- 
ister might be stimulated through 


purchase of an extensive private 
collection, Mr. Ooms said, and 
through cooperation of trade as- 
sociations which have their 
own compilations. An independent 
compilation by the patent office 
would involve “prohibitive” labor 
and expense, he said. 


To Simplify Procedures 


Mr. Ooms promised that the pat- 
ent office would be more helpful 
in the future, simplifying and 
speeding up its procedures to re- 
move obstacles that discourage 
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registration of trademarks. He 
said it is considering publication 
of decisions and rulings to keep 
trademark owners informed of 
“shifting principles of trademark 
law.” 

Only legislative reform men- 
tioned by the patents commissioner 
was the suggestion that “we must 
find some way of registering the 
mark during that critical interval 
before it goes into use, while the 
business in which it is to be used 
is being set up.” Reregistration 
every five years would keep his 
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He proposed universal register up to; humor. Today any mention of that ; Agency, New York, and previously ; Wells will continue as merchan- S ] E 

ion date. trademark anywhere in the world eo ag pes — of the Fred- — Paesgge re home fashions for aqies xecs 

ep Mr. Ooms dramatized the im-| brings some reaction, and I wonder |€Tric eser department store,|Textron, specializing in designing 

of portance of trademarks by touch-|whether that reaction is good or|Brooklyn, has joined the J. R. |and styling. Start a Monthly 

wrk ing on the experience of the man- | bad. —. Advertising Agency, New . = = 
ufacturer of “a canned pressed} “Only the owners can say, and aaa ee and ac- Sperry Unit to Reach with Advertising 

n- ham” who had “a wonderful|perhaps their experience will . — The E. G. Staude Mfg. Com-| New York, April 30.—The Sales 

ner trademark, a trademark that sat- | prove the old chestnut that it Freeman Joins Textron pany, Long Island City and St.|Executives Club of New York will 

ust isfies almost all the tests for a good|doesn’t matter what people say : Paul, Minn., a division of the|publish a monthly house organ, 

the trademark—brevity, arbitrariness,|about you as long as they keep| Robert Freeman has resigned as Sperry Corporation, has appointed |the “New York Sales Executive,” 

val easy pronunciation and recogni-|talking about you.” merchandise manager of the home| Chas. Dallas Reach Company, New| which will be distributed free to 

the tion. at fabrics division of Montgomery|York and Newark, to handle ad- approximately 2,000 members and 

or “The wonderful trademark made | Parkin Joins Kupsick Ward & Co., a post he held for 10|vertising. The company manufac- affiliated oa officers and sell fe 

ok it’ much easier to criticize the| Bawin Parki ‘ : - years, to become general manager/tures automatic machinery for $2 te eukeld 

~ : on ile . = win Parkin, formerly with|of the home fashions division of|producing paper boxes and car-|%2 2 year to outsiders. 

is product, whether in fun or in evil|the Seidel Advertising Publicity |Textron, Inc., New York. Helen|tons. Originally planned as a general 


a magazine with paid advertising, 
the club’s present policy is to ac- 
cept only enough advertising—15 
pages at $125 a page—to pay the 
costs of publication. This followed 
a meeting of business paper mem- 
bers of the club who were asked to 
assist and advise the publication, 
and who voted not to support any 
“irregular media.” 

The magazine will carry con- 
densed reports of the weekly 
luncheons, committee activities, 
sales ideas, new promotions and 
marketing information. 


T 'S SOON CUT DOWN; 
S.A LONG TIME GROWING! 


The deep-biting axe of unscientific taxation can soon 
destroy the sources of venture money. Already its 
disastrous effects are clearly apparent. A primary 
source of venture money is our national forest of indi- 
vidual incomes—a forest of trees which grow from the 
seeds of initiative germinated in the soil of free enter- 
prise. Cutting these trees down to stumps at subsis- 
tence level will soon eliminate what, under our economic 
system, was and should again be an important source 
of the funds that are sorely needed for maximum 
employment and full production. | 


“BETTER 
THAN 
AVERAGE” 


We, at Chilton, believe that providing better jobs for McLean County... 


| 
more workers requires that the growth of venture | One of the 618 
capital be stimulated and that it be encouraged to take | Selected Counties 
the risks inherent in the fi inancing of job-creating enter- | in U. S. 


prises. We believe that a paternally planning gov- 
ernment, which can create nothing, cannot otherwise 
foster the growth of the economy of this great nation. 


CHILTON 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


In the heart of Pantagraph Land 
. wealthy McLean County is 
one of the top 618 of the 3,068 


counties in the United States... 


COMPANY, (iInc.) 


100 East 42nd Street 
New York 17, N. Y. 


these top 618 counties con- 
stitute only 20% of the total 
number, BUT... . 
80% of your sales potential .. . 
92.8% 


sales... 


they contain 


of the total wholesale 
89% of the value added 
70.6% of the 
35% of 
the value of the farm products. 


Chilton sources and influences are world-wide. To- 
gether with another publisher, Chilton Company (Inc.) 
has an equal interest in Business Publishers Interno- 
tional Corp., publishing THE AMERICAN AUTOMO. 
BILE (Overseas Edition); EL AUTOMOVIL AMERI 
CANO; INGENIERIA INTERNACIONAL INDUSTRIA; 
INGENIERIA INTERNACIONAL CONSTRUCCION;: 
and EL FARMACEUTICO. 


by manufacture... 
civilian population . . . 


The Daily Pantagraph, with 
| 86% coverage of prosperous 
read by 3 


| out of 4 in the trade area, is 
| 


McLean County .. . 


the best and only way to get re- 
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JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE © AUTOMOTIVE AND AVIATION INDUSTRIES 


ACTION © THE SPECTATOR PROPERTY INSURANCE REVIEW © DISTRIBUTION AGE 
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Giant Sponsorship 
Kit on Housing 


Mailed to 20,000 


| 
Washington, May 2.—Whatever 
the state of other parts of the 
Wyatt housing program, informa- 
tion executives responsible for the | 
publicity and advertising support- | 
ing the campaign met their dead- | 
lines yesterday with a giant kit 
providing sufficient materials to 
plaster communities with housing 
data for three to four months. 
The housing information kit, a 
three-way job by NHA, the media 
programming division of OWMR, 
and the Advertising Council, will 
be placed in the hands of local 
housing expeditors and mayors’ 
committees, enabling them to mar- 
shall publicity and advertising 


support for community housing 
programs. 


Possibly one of the most elab- 
orate advertising and _ publicity 
programs yet organized by the 
government, it includes 41 news- 
paper ads created by Campbell- 
Ewald, Detroit, and a variety of 
radio scripts, posters, displays and 
other materials keyed for sponsor- 
ship by local merchants. 


Special Industry Series 


In the ads provided by Camp- 
bell-Ewald are some _ especially 
suited for sponsorship by banks, 
others by building contractors, 
suppliers, department stores, and 
other business men who feel a 
stake in veterans’ rehabilitation. 

Involving as it does the prob- 
lems of a number of government 
agencies, the kit was assembled 
under the direction of Simon Les- 
ser, of OWMR. Winslow H. Case, 
vice-president and chairman of 
the planning committee, repre- 
sented Campbell-Ewald, the coun- 
cil task force agency. Davis Snow 
and Howard Vickory collaborated 
for NHA. 

In all, 2,000 of the full kits were 
prepared by the Government 


Printing Office, to provide NHA 
expeditors, local committees and 
major trade groups with the 
wealth of informational material 
assembled for the housing drive. 


Trade Groups Tie In 


Many trade groups—ANPA, 
NRDGA, American Bankers As- 
sociation, for example—are pre- 
paring special bulletins which will 
advise their members on the role 
they can play in the housing in- 
formation drive. 

Two chief themes of the drive 
are: 1. Give veterans the first 
chance at homes; 2. Buy or build 
wisely if you are going into the 
housing market. Other ads ham- 
mer at recruitment of workers for 
building and building materials 
trades; urge remodeling to make 
additional space available; and a 
special set urges veterans to be 
patient, and register with the local 
housing center. 

The kit also includes radio 
scripts particularly written for 
sponsorship by home builders, 
contractors and suppliers, lending 
institutions, local real estate 


GIESEN REPORTS—John Giesen, director of the retail division of the Bureau 

of Advertising, ANPA, reports on the year's activities at the April 24 session of 

the bureau held during the publishers’ convention in New York. The bureau 

executives seated are Vernon Brooks, left, New York World-Telegram, and Alfred 
Stanford, sales director of the bureau. 


boards and building material man- 
ufacturers. Appropriate varieties 
of posters, streamers, publicity ma- 
terials and promotional ideas are 
supplied. 

Already a major Advertising 


HIRING 


GAGTS) 


FLYING MATTRESS! When a torpedo struck his ship a 
sailor lying on a mattress was blown through the main 
deck landing safely 300 feet off in the ocean. Your ad- 
vertising goes a long way too, when you use Thrilling 
Group. Lowest cost of any mass magazine—only $1,500 
per page (72c per page per thousand circulation. ) 


LIFE SAVING BOOK! American flyers in the Paci- 
fic invariably took with them a book written 
in Chinese offering a reward to anyone help- 
ing them in case they were shot down. Over 
2,000,000 American readers invariably take 
home with them Thrilling Magazines which 
they buy at newsstands without premiums. 


THRILLING 
GROUP 


The Men's Group of Fiction Magaxi “ es 


GOING TO TOWN! In an action off Honshu, Task 
Group 58 went to town on the enemy —shot 
down a record number of Jap planes. In peacetime 
America, wise manufacturers are going to town P 
with their product by advertising to over 
2,000,000 men who regularly read Thrilling Group! 


Council program on a _ national 
scale, housing has had over 800,- 
000,000 listener impressions since 
January on council radio alloca- 
tions, including special productions 
by “The Great Gildersleeve,” “We 
the People” and “Lum and Abner.” 
In May it is to receive 68,000 
spaces through the council window 
display pool, and in July it will 
have the 24-sheet pool. 


Liebmann, Wilson & Co. 
Dispute Ad Figures 


Philip Liebmann, vice-president, 
Liebmann Breweries, Brooklyn, 
has forwarded to ADVERTISING AGE 
correspondence with Media Rec- 
ords, Inc., which reveals that 
Media Records erred in totaling 
that brewery’s newspaper adver- 
tising volume for 1945. The Lieb- 
mann figure should be $529,008, 
rather than $229,008, as reported 
by Media Records and listed by 
AA April 22 and April 29. 

Wilson & Co., Chicago meat 
packer, also reports that its 1945 
newspaper expenditures for the 
Rector column, Ideal dog food, 
Mor, B-V, Advance shortening and 
Certified margarine totaled $443,- 
000, as indicated by actual billings 
figures. The Media Records tabu- 
lation, which presumably did not 
cover all the markets used by Wil- 
son, credited this company with 
only $279,330. 

As reported last week, Formfit 
Company, Chicago, gave its 1945 
newspaper expenditure in 114 
markets as $96,238, instead of the 
$79,448 credited to the company 
in the Media Records tabulation. 


Renames Food Magazine; 
Elects Officers 


Effective with the June issue, 

American Cookery, published by 
Whitney Publications, New York, 
will in the future be known as 
Better Foed. 
' Charles E. Whitney has been 
elected president of Whitney Pub- 
lications. Other officers appointed 
are: Jean McClellan Whitney and 
Alec E. Oakes, vice-presidents, and 
Rose M. DeNardo, secretary. The 
above and Dr. Hugh H. Darby, 
editor-in-chief of Better Food, are 
directors. 


‘Buyer’ Names Breen 


J. Robert Breen, American edi- 
tor of two English business papers, 
The Outfitter and The Outfitter 
Export, has been named American 
editor of The Buyer, a monthly 
business paper published in Cape 
Town, South Africa, covering the 
men’s and women’s apparel and 
home furnishings field. 
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sis, 77 10" oi on request 


Don Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N. Y. 
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Chicago Deluged 
by Ball Pen Ads; 
Sears Has Entry 


Chicago, April 30.—Something 
akin to a cloudburst in fountain 
pen advertising happened here 
Sunday—12 ads, five of them full- 
page, ran in the Tribune alone, 
for the Eversharp “CA” Repeater 
and Reynolds ball-pointed pens. 

Almost dwarfed was a two- 
column ad by seven Sears, Roe- 
buck & Co. stores for a newcomer 
in the ball-bearing pen field, a 
steel-alloy model called “Style 
King,” retailing at $12.75 (includ- 
ing tax). Reportedly made by a 
local company, the pen is being 
introduced here by Sears. A Sears 
spokesman told AA that “Style 
King” is Sears’ own brand name. 
He refused to disclose the name 
of its manufacturer. 


Sears Pen Sells Well 


Reports so far conflict on re- 
sults of the advertising deluge. 
The “CA” Repeater reportedly sold 
heavily at Marshall Field’s yes- 
terday. At Sears, where the Style 
King and “CA” Repeater were 
sold by a “barker” technique the 
first day, Style Kings were appar- 
ently going twice as fast as their 
more expensive ($18.30 with tax) 
competitor. Sears no ionger sells 
the Reynolds pen. 

In other stores, some carrying 
both Reynolds and Eversharp pens, 
sales of each were reported less 
than expected, although Eversharp 
officials have now reported sell- 
outs of their pen in some stores. 
Those advertising the Eversharp 
included Lytton’s, Walgreen Drug 
Stores, Wieboldt’s, Mandel Bros. 
and Liggett (Rexall) Drug Stores. 
Goldblatt ran a full page for 
Reynolds, about a half page for 
the Eversharp. Netcher’s Boston 
Store, Walgreen and Utility Sta- 
tionery Stores advertised the 
Reynolds. 

Although about 30 manufac- 
turers are now, by some estimates, 
making ball-pointed pens, most of 
which are selling locally, no others 
have made their appearance here. 
The “Blythe” pen sold by Ball Pen 
Company, Los Angeles, in the 
Reynolds and Sears pen price 
class, “skipped” this area in mak- 
ing its way to New York, where 
Hearn’s Department Store has be- 
gun selling it at $9.95. 


Moves Chicago Office 


Bogner & Martin, publishers’ 
representative, on May 1 moved 
the Chicago offices to 228 N. La- 
Salle St. 


ELEMENTARY 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O1L WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 


Candland to ‘Norte’ 


A. Ben Candland, former man- 
ager of the Pan American edition 
of Newsweek, and_ previously 
deputy chief of OWI’s interna- 
tional publication program, has 
been named director of Norte Re- 
search Institute, a non-profit fact- 
finding organization sponsored by 
Norte Magazine. 


Kloville Plans Service 


Joseph E. Kloville, former sales 
representative of Meyer-Both 
Company, New York, is develop- 


ing a retail advertising and mer- 
chandising service company with 
Hanford S. Weil of Hanford S. 
Weil Associates, New York. 


Conners Forms Agency 


Ray R. Conners Jr. has formed 
a new agency, Conners & Co., at 
5600 Sunset Blvd., Los Angeles 28. 
The agency, with Mr. Conners as 
president, will specialize in indus- 
trial and technical advertising. 

Sid Branner, formerly copy 
chief and publicity director of 
Turco Products, has been named 
assistant manager of the agency. 


McGraw-Hill Elects Two 


Charles A. Wight, vice-president 
of Bankers’ Trust Company, New 
York, and Jerome Clarke Hun- 
saker, chairman of the National 
Advisory Committee for Aero- 
nautics, have been elected directors 
of the McGraw-Hill Publishing 
Company, New York. 


Greene Moves Office 


Albert M. Greene, publishers’ 
representative for fashion and cos- 
metic publications, has moved his 
office to 10 E. 43rd St., New York. 


“Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST.. MILWAUKEE 3, WIS. 


We know that the families in the WSM listen- 
ing area want now 866,000 motor vehicles more 


than can be delivered to them in 1946. 


And we know, too, that their choice of make 
in 1947 will be influenced by what they hear 
over this station during this year. This is a 
“choosy” audience, for more than 20 years pow- 
erfully influenced by the one medium which 


reaches, at low cost, these five million buyers. 


It would take a costly and elaborate combina- 
tion of media to cover the families who depend 


on WSM, because it has never let them down 


in all these years. 


HARRY STONE, Gen. Mgr. 
WINSTON S$. DUSTIN, Comm. Mgr. 


EDWARD PETRY & CO., National Representatives 


NASHVILLE 
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Voluntary Paper 
Weight Reduction 
Urged by 3 Groups 


Printers’ Rationing 
Proposal Outlined 
in Joint Statement 


New York, May 1.—From the 
campaign of the Printing Industry 
of America, trade association of 
the commercial printers, for the 
restoration of some system of 
paper rationing based on WPB 
order L-120, this week came a 
compromise measure—a joint 
statement by PIA, the National 
Publishers Association and the 
American Book Publishers Coun- 
cil—urging their members to co- 
operate in a voluntary effort to 
reduce the weights of paper, thus 


spreading the available supply of 
pulp over a larger area. 

“As publishers and printers,” 
the statement said, “we are more 
interested in the amount of print- 
ing surface available than in the 
gross weight of paper manufac- 
tured. During the war, the weights 
of paper were controlled under 
WPB order L-120. Under this 
regulation, a substantial increase 
in paper surface relative to the 
total weight of paper manufactured 
was achieved. It was the most im- 
portant single factor in enabling 
the printing and publishing in- 
dustries to maintain production.” 


See Continued Shortages 


The statement said that while 
L-120 was designed primarily to 
conserve pulp, an increase in the 
supply of pulp and in the ceiling 
prices of pulp have made L-120 
unnecessary. “However, we have 
had complaints from some of our 
members that when they have re- 
quested certain lighter weight 
papers, they have been notified by 
mills that these have been discon- 


tinued in favor of heavier papers. 
Unless the weights can be held 
down, the same amount of pulp 
will result in less printing sur- 
face.” 

The statement forecast that the 
paper shortage “may continue in- 
definitely. There is simply not 
enough paper manufacturing ca- 
pacity in the United States to 
supply our vastly expanded civil- 
ian economy,” even though there 
has been “a substantial increase 
in paper production since the first 
of the year,’ amounting to a pro- 
duction of 105% of the theoretical 
rated capacity of the industry. 

“We are therefore calling upon 
all commercial printers, book pub- 
lishers and magazine publishers 
to reduce voluntarily the weights 
of paper which they are ordering 
and to use only those weights per- 
mitted under wartime regulation 
L-120, schedules I to XIV, June 5, 
1944, as amended. Printers and 
publishers are advised to tell their 
customers that as a measure of 
conservation the heavier weights 
of paper will not be made avail- 


CIO Political Action Committee. 
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CIO-PAC CAMPAIGN—This is the first of a series of posters prepared by the 

With an initial circulation of 20,000, the 

poster reproduces a famous news-photo taken during the General Electric strike. 

Captioned "Remember This" the copy says that “your dollar for political action 
can stop anti-labor action." 
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The probable effectiveness of 
the voluntary plan was a subject 
of considerable discussion in print- 
ing and publishing circles after 
its announcement yesterday. A 
spokesman for the American Pulp 
& Paper Association, which had 
been consulted by the three trade 
groups before the statement was 
issued, summed up the position of 
the paper industry by saying that 
“our mills give their customers 
what they want. If the customers 
ask for lighter weights, the mills 
will make them. If not, they 
won't.” 

It was also rumored in industry 
circles here that the Government 
Printing Office, which has had 
some difficulty in obtaining paper 
supplies, was applying behind-the- 
scenes pressure for a revival of 
governmental paper allocations 
and supporting PIA in this re- 
spect. The smaller commercial 
printers and some publishers have 
taken the position that, without 
allocations, purchase of mills by 
large publishers and the exercise 
of influence by large publishers 
and printers is depriving smaller 
consumers of adequate supplies. 
To this the GPO (which has been 
the subject of frequent rumors 
that it was hoarding paper) added 
the fact that government printing 
now has no priority on supply. 

APPA divisional secretaries are, 
it was stated, making efforts to see 
that the Government Printing 
Office is supplied with paper, even 
though the specifications set by 
GPO sometimes differ from those 
in general use in the trade and 
make supply more difficult. 

The printers’ association regards 
the voluntary statement as “a step 
in the right direction,” and feels 
that even if it does not result in 
a widespread reduction of weights, 
it will act as a deterrent on fur- 
ther introduction of heavier 
weights and will enable some mills 
to switch production to lighter 
grades. 


Names Kinsel, Bicknell 
Allen C. Kinsel, artist, and 
Ernest Bicknell, formerly associate 
editor of the Egyptian Key, Car- 
bondale, Ill., have joined the ad- 
vertising promotion and research 
department of the San Francisco 
Chronicle as staff artist and lay- 
out man, and copywriter, respec- 


| tively. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 
SPECIAL SERVICES: |. Early mail pick- 


up, as often and as early as necessary. 
2. Rush proofs, engravings. 3. New re- 
lease deliveries. 4. Trucks for moving 
Any delivery problem solved. 


CANNONBALL 


Messenger & Truck Service 
yjAl2 N. Wells St., Chicago 


PHONE DEL. 1234 
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Advertising Age, May 6, 1946 


Waste Paper Drive 
Enlists 180 Cities 


in Midwest 


St. Louis, May 1.—A progress 
report indicating initial success 
was issued to members of Mid- 
west Consumers of Waste Paper 
this week, along with announce- 
ment of three major objectives for 
the second phase of the group’s 
$250,000 advertising and public 
relations program. 

These objectives are to seek: 
Continued improvement of dealer- 
mill relations; increased volume of 
waste paper collections from pro- 
grams already set up, and the de- 
velopment of new sponsors and 
programs in the 128 midwestern 
communities where waste paper 
collections are still dormant. 

The program was launched in 
January by the public relations 
committee of Midwest Consumers 
of Waste Paper, of which W. H. 
Beckwith, vice-president of Morris 
Paper Mills, Morris, Ill., is chair- 
man. Frank Block and Associates, 
St. Louis, is conducting the drive. 
By March 31, 13 field representa- 
tives had contacted 80% of a list 
of 384 communities in Iowa, Illi- 
nois, Indiana, Michigan, Missouri, 
the Dakotas, Ohio, Tennessee, 
Kentucky and Wisconsin. Waste 
paper collection programs were 
started in 180 cities, in each case 
enlisting cooperation of local waste 
paper dealers. 


Display Ads Employed 


Newspapers are published in 
each of the 384 cities selected, and 
in many cases contacts with pub- 
lishers and editors helped keep 
war-created programs from being 
abandoned. In other cases, repre- 
sentatives lined up sponsors for 
new drives. Display advertising 
in the local dailies constitutes a 
large portion of the $250,000 an- 
nual budget of the group, and in 
addition sponsors are furnished, 
free of cost, such material as post- 
ers, pamphlets and door knob 
hangers reminding the community 
of “Collection Day.” 

Individual collections have 
ranged as high as 50 to 100 tons 
of waste paper and the sponsoring 
organizations—Boy Scout groups, 
churches, and civic and fraternal 
organizations—are using the 
money from sales for a wide 
variety of purposes. Several vet- 
erans’ groups are campaigning for 
funds for new buildings and war 
memorials. 

Field representatives also are 
conducting a survey of baling 
equipment facilities and require- 
ments throughout the Midwest. 
Dealers, thus helped to obtain a 
long-range market for paper stock, 
have in many cases Participated 
in the advertising and aided in the 
mechanics of paper collections. 


500,000 > 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 


BN a Ah catia 


ROR a, ere tek ee 


Twelve Join AFA 


The Advertising Federation of 
America has elected the following 
to membership: Minneapolis Star- 
Journal and Tribune; Hall 
Brothers, Kansas City; Saginaw 
Broadcasting Company, Saginaw, 
Mich.; Bert S. Gittins, Advertis- 
ing, Milwaukee; KOMA, Okla- 
homa City; Tulsa Broadcasting 
Company, Tulsa; Macmillan Pe- 
troleum Corporation, Los Angeles; 
Wilbur O. Richard, Advertising, 
Syracuse; News Post, Frederick, 
Md.; Westheimer & Co., St. Louis; 
Post-Bulletin, Rochester, Minn., 


and William Sare, Advertising, 
New York. 
To Sponsor Bowling Show 


Hasting Mfg. Company, Has- 
tings, Mich., maker of Hastings 
piston rings and Casite 
sludge compound, will sponsor 
“Right Down Your Alley” on the 
American Broadcasting Company 
network. The program made its 
debut March 31, originating at the 
Roxy Bowling Center in Manhat- 
tan with Bill Slater as master of 
ceremonies. An audience partici- 
pation show, in which the con- 


anti- 


testants bowl for prizes, it will be 
heard from 3:30 to 4 p.m., CDT, 
each Sunday for 52 weeks. ; 

Keeling & Co., Indianapolis, is 
the agency. 


Hamilton Rejoins Fawcett 

Maxwell Hamilton, recently re- 
leased from the Navy, has re- 
joined Fawcett Publications, New 
York, as editor of Motion Picture, 
succeeding Joan Curtis, who is re- 
tiring. Mr. Hamilton was pre- 
viously on the staff of Brooklyn 
Daily Eagle and the New York 
Journal American. 


NBC Promotes Howard 


Robert E. Howard, spot sales 
representative for NBC on the 
West Coast, has been named spot 
sales manager of that division. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® Manuf ing Corporat 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trodemerks Reg. U.S. Por OF 


The new Eighth Fleet, com- 
posed of all fast carriers and 
their supporting units in the 


Atlantic, 


dollars 


plus a million 
a month increase in 


Navy workers’ wages assures 
Norfolk’s continued high level 
of “Dollar-tivity”! It’s a rich 
market completely covered by 
these two great papers. 


NO VIRGINIAN. 
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Light and Color 


Expected fo Add 
Drama to Stores 


Chicago Exposition 
Features Floodlights, 
Fluorescent Lighting 


By MALCOLM MacLEOD 


Chicago, April 30.—Merchandis- 
ing with flood lamps, fluorescent 
and filtered light will transform 
retail and department stores of 
the near future into Walt Disney- 
lands of glareless brilliance and 
color, judging by displays at the 
first International Lighting Ex- 
position, which ended today at 
the Stevens Hotel. 

Reduced glare, a more restful 
shopping atmosphere, and _ in- 
creased display factors are a few 


of the advantages which the 80 
or more exhibitors claim for their 
products. These range all the way 
from glowing phosphorescent 
decals for show windows to bat- 
teries of fluorescent ceiling fixtures 
with incandescent spotlight at- 
tachments. In most cases, only 
the questions of material or labor 
delay their immediate production 
in mass quantities. 


Claim More Economy 


Homes, offices, theaters, night 
clubs and classrooms are expected 
to share the benefits of better 
lighting. In the case of fluorescent 
lighting, these benefits include in- 
creased economy. Manufacturers 
of fluorescent lights say that their 
products give a better distribution 
of light with approximately one- 
third as many watts as required 
for equal illumination by incan- 
descent bulbs. 

Daily conferences were held 
during the six-day show, which 
featured lectures and discussions 
of subjects such as, “What’s Ahead 
in Industrial and Commercial 


Lighting?”, “Fluorescent Lighting 


as a Basis for Increasing Sales” and 
“How a Utility Lighting Program 
Can Improve Public Relations and 
Build Customer Good Will.” 


Merchandiser Shown 


There were many “first show- 
ings” of new equipment. The 
lighting division of Westinghouse 
Electric Corporation, Cleveland, 
presented for the first time the 
Westinghouse Merchandiser, 
gleaming fluorescent fixture which 
may be ceiling or pendant 
mounted, singly or in_ sections, 
with or without incandescent spot- 
light attachments. Theme of its 
advertising, which will begin as 
soon as production difficulties are 
settled, will be “planned” store 
lighting. N. C. Warner, manager 
of industrial and promotional 
lighting, claims that planned light- 
ing will “turn shoppers into stop- 
pers, and stoppers into customers.” 
Aiding the customer in making 
accurate appraisal of color, tex- 
ture and quality, the Westinghouse 
Merchandiser will help reduce 
“merchandise-returned-for-credit” 
losses, Mr. Warner said. 


Advertising Age, May 6, 1946 


AT BUREAU SESSION—Listening attentively at a Bureau of Advertising session 
at the ANPA convention in New York are, left to right: Richard Slocum, Phila- 
delphia Bulletin, vice-chairman of the governing board; Roy D. Moore, Brush- 
Moore Newspapers, chairman of the board; Don Bernard, Washington Post, 
chairman of the retail committee, and William Thomson, administrative officer. 


The company also has developed 
a complete packaged lighting 
training course for engineers and 
salesmen of lighting equipment. 
It includes lesson books, instruc- 
tor’s manual, a lighting handbook 
and 18 sound slide color films 
with records, complete with 35mm 
projector and record player. 

Sylvania Electric Products, New 


4. Gnnouncements 


About the First Fashion and Service Magazine True to the Teens! 


Guaranteed 


A.B.C. 


BIGGER SIZE BEGINNING AUGUST 
New page size is 8” x 11”—a full-sized fashion 
magazine format! (7” x 10” advertising page.) 


ONE MILLION CIRCULATION 


A.B.C. net paid circulation for 


1947 will be 1,000,000 per month. From 
August 1946 through December 1946: 850,000 


NEW EDITORIAL FEATURES 


Now packed with lots more of everything— 
fashions, fiction, personal problems, good 
looks, careers, movies, junior housekeeping! 


4 4,000,000 READERS FOR $1250 


Because of high “swappership” Calling All 
Girls will reach about four million readers in 
August and about five million in January. 
They are forming brand-buying habits now 
that will last a lifetime. You can reach this 
market with a rotogravure page for only 
$1250 starting in August and only $1450 in 


1947 issues. 


THE PARENTS’ INSTITUTE, INC. - 52 VANDERBILT AVENUE, NEW YORK 17 + BOSTON + CHICAGO «+ ATLANTA « SAN FRANCISCO 


— 


CALLING ALL BOYS x CALLING ALL KIDS x POLLY PIGTAILS 


PARENTS’ MAGAZINE %& BABY CARE MANUAL % YOUR NEW BABY % SCHOOL MANAGEMENT % The Parents’ Junior Quality Group: CALUNG ALL GIRLS 
we TRUE AVIATION xe SPORT STARS ye TRUE COMICS ye REAL HEROES %& FUNNY BOOK 


York, showed five identical polka- 
dot dresses under four types of 
fluorescent light and one standard 
incandescent bulb. No recommen- 
dation was made concerning type 
of light best suited to the dress, 
but a company spokesman ex- 
plained that blue light can give 
the impression of coolness to sum- 
mer store interiors, while red cre- 
ates the illusion of warmth. Simi- 
lar effects can be obtained in dis- 
playing summer or winter clothing. 

General Electric Company’s ex- 
hibit included germicidal lamps, 
table lamps, ultra violet equip- 
ment and similar merchandise. A 
Circline fluorescent lamp, consist- 
ing of a circular fluorescent tube 
mounted horizontally on a table 
stand, also was shown. Designed 
primarily for household use, it 
can be used to illuminate clock 
faces. It will be produced in 8, 
12 and 16-inch sizes. 

Swivelier Company, New York, 
featured a new swiveled elbow 
plug-in for display lighting. Law- 
ter Chemicals, Chicago, showed 
uses of luminescent paint for ad- 
vertising purposes, including phos- 
phorescent decal transfers for 
dealers’ show windows. 


Shows Color Filters 


Wabash-Appliance Corporation, 
Brooklyn, maker of reflector lamps 
and accessories, included in its 
display a set of 12 color filters in 
single and two-tone shades, with 
clips for attachment over display 
lamps. Filters are scored to allow 
for heat expansion, and it is 
claimed that use of the set elimi- 
nates necessity of using a full 
range of color lamps. 

These, and similar displays, in- 
dicated that competition in the 
field should be brisk when current 
kinks have been ironed out of 
production problems. 


Two Appoint Conroy 


Sommers Drug Stores, San An- 
tonio, has appointed Thomas F. 
Conroy, Inc., San Antonio, to 
handle its advertising. Radio pro- 
grams and spot announcements 
will be used on four local stations, 
supported by local newspaper ad- 
vertising. 

The agency, which _ recently 
moved its offices to the Majestic 
building, has also been named to 
handle the advertising of. Slick 
Airways. Trade publications, met- 
ropolitan newspapers and national 
magazines will be used. 


Union Names Agency 

Union Mfg. Company, New 
Britain, Conn., has named Wilson, 
Haight & Welch, New York and 
Hartford agency, to handle its ad- 
vertising. 
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Art Directors 
Name Seven Best 
Ad Illustrations 


(Picture on Page 79) 


Chicago, April 30.—The Art 
Directors Club of Chicago an- 
nounced the winners in its annual 
advertising art competition, at a 
luncheon today, and the chief 
medal award, for best mass maga- 
zine illustration, went for a ricoco 
painting by Manuel de Falla. The 
award was shared by Walter 
Reinsel, art director of N. W. 
Ayer & Son, who produced the 
ad for Farnsworth Television & 
Radio Corporation and its Cape- 
hart radio. 

Three of 29 medal and merit 
awards went to Farnsworth ads. 
Tomorrow the prize-winners and 
an even gross of other drawings, 
photographs and layouts go on 
exhibition for a month in the Art 
Institute here. 


Kent Criticizes Copy Men 


Rockwell Kent, guest speaker 
at the luncheon, stressed the im- 
portant part agency executives 
must play in providing a mass 
market for outstanding art, 
through selling advertisers on the 
better artists and the advantages 
of fine art in advertising. 

Mr. Kent, famed for his wood- 
cuts and paintings of Arctic scenes, 
complained that “too much adver- 
tising art is dominated by copy 
men” whose ideas of copy, while 
generally good, often conflict 
seriously with the design or art 
content of ads. He said he had 
received complete freedom of ex- 
pression in preparing his series 
of current illustrations for Amer- 
ican Export Lines. 

Medal awards were presented 
by Harold C. Jensen, Batten, Bar- 
ton, Durstine & Osborn, president 
of the club, to Mr. de Falla and to 
the following: 


Seven Winners Named 


Design of complete advertise- 
ment: Artist, Al Moore; art di- 
rector, Robert D. Dohn; agency, 
Foote, Cone & Belding; advertiser, 
Pepsodent division of Lever Bros. 
Company. 

Trade publications: Artist, Dave 
Mink; art director, Lee King; 
agency, Weiss & Geller; adver- 
tiser, General American Transpor- 
tation Corporation. 

Mass magazines, photography: 
Artist, Emelie Danielson; art di- 
rector, Tom Ross; agency, Ket- 
chum, MacLeod & Grove; adver- 
tiser, Duncan & Miller Glass Com- 
pany. 

Direct mail: Artist, Peter Hurd; 
art directors, Bert Ray and Harold 
Fritzlen; producer and advertiser, 
Abbott Laboratories. 

Newspapers: Artist, Perry Bar- 
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low; art director, Frances Owen; 
producer and advertiser, Marshall 
Field & Co. 

Editorial art: Artist, Susanne 
Suba; art director, Claude Snider; 


producer and advertiser, Rand 
McNally & Co. 
Joins McCann-Erickson 


Stephen O’Leary, formerly art 
director of H. B. Humphrey Com- 
pany and J. Walter Thompson 
Company, has been appointed art 
director of the Boston office of 
McCann-Erickson. 


NBC Appoints Hitz 

Edward R. Hitz, former assist- 
ant to the NBC vice-president in 
charge of network sales, and pre- 
viously with the New York Daily 
News, has been named assistant 
sales manager of NBC’s eastern 


network sales division, in New 
York. 


To Start Dairy Paper 

Dairy News, a new publication 
for dairy industries, published by 
Associated Publishers, Chicago, 
will make its first appearance 


June 10 and every second and 
fourth Monday of each month 
thereafter. Its circulation will be 
22,875, and basic page rate, $595. 


Two Name Gelula 

American Machine & Tool Com- 
pany, Royersford, Pa., maker of 
woodworking machinery and metal 
specialties, and Machine & Tool 
Designing Company, Philadelphia 
and New York, engineer and de- 
signer of special equipment, have 
placed their advertising and pub- 
lic relations with Abner J. Gelula 
& Associates, Philadelphia. 
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Forms Charlotte Agency 

Kilroy, Hague & Atkins, Char- 
lotte, N. C., agency, has been 
formed as a_ successor to Lee 
Hague Associates. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you hew to sell yeur merekandise, 
books, courses, services, ete. 
ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, NM. Y. 
MEdallion 3-0813 


and Holland’s 7 


men? -.. that’s why the South 7 different, 
| VA, 


, Loo. 


Sweet, tender roasting-ears, piping-hot and dripping with 
butter, are ready for the table on Memorial Day, down South. 
Yes, the South is one, two, and even three months ahead with 
a climate that makes for a life all its own. That’s why you need 


Bronch Offices: 52 Vanderbilt Avenue, New York—75 E. Wacker Drive, Chicago— 
205 Globe-Democrot Building, St. Lovis—West Coast Representatives: Simpson-Relily, 
Ltd., Russ Quilding, Sen Francisco, California—Garfield Building, Los Angeles, California 


DALLAS, TEXAS 


Holland’s on your list to sell this rich and active market. For 
Holland’s reflects the life and interests of its readers whose 
homes, food, clothing, and outdoor activity are keyed to the 
extra months of warm sunshine each year. In every phase of 
living, Holland’s is devoted to Southern homes, and Southern 
families are devoted to Holland’s. 72% of Holland’s readers 
own their homes—88% of Holland’s families have children— 
78% of the entire family read Holland’s. That’s why your ad- 
vertising in Holland’s receives 48% more reader interest than 
it does in leading national magazines. 
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Members Vote 3-1 
for CAB to Keep 
Rating Service 


New York, May 2.—With gov- 
ernors of the Cooperative Analysis 
of Broadcasting holding a series 
of informal meetings here this 
week, it was reported that, with 
about half of the 173 members 
heard from, the vote is running 
about three to one in favor of re- 
tention of the CAB rating service. 


All votes thus far received, it 
was said, favor continuance of 
CAB in some form of radio re- 
search work. A membership meet- 
ing will be held in New York 
May 10. 

The board of governors has 
constituted itself as an informal 
committee to plan CAB’s future 
operations. A membership meet- 
ing probably will be held in New 
York soon to consider plans. 


ABC Only One Out 


The only resignation received 
by CAB since publication of the 
report of the “live-or-die’’ com- 
mittee (AA, April 22) has been 
from American Broadcasting Com- 
pany. This, it was said, was not 


Getting Rack to Deliveries! 


BINDERS 
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Ring Binders 


gwing-O-Ring on? 


take 10 to 14 weeks in 


most instances, but we con and do DELIVER in 


that time from an entirely adequate selection of materials and colors. 
TELL us quantity, type of binder, and color preference—we'll send 


samples and quotations. 


35 DE WITT STREET, BEAVER FALLS, NEW ORK 


Cotalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Aficio 
—_ ~ Leather, and Paper Cover Stocks; for Looseleaf, Plostic and Wire Bindings 
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regional campaigns? 


ducted by our Chicago staff. 


SONOVOX, 


Do you know that Sonovox increases Sponsor 
Identification an average of 44%—and that 
you can now use Sonovox to put new life into 


YOUR radio commercials, even for local and 


In the very near future, Sonovox will visit 
Louisville' and Denver, to conduct auditions 
for interested agencies and advertisers. Our 
Hollywood studio will produce the Denver 
showing; the Louisville showing will be con- 


WRIGHT- 


“Talking and Singing Sound” 


FREE & PETERS, 


Exclusive National Representatives 


LOUISVILLE =. 


CAN SOON AUDITION SONOVOX—LOCALLY! - 


d 

a 

Do you know how Sonovox enables the Life- This is your opportunity to see, hear and : 

buoy foghorn to talk? judge Sonovox for yourself—an opportunity z 

‘ ‘ v 

for you advertisers and agencies to see and r 

me 7m See Rew ones eee for Te hear the auditions together, right in your own o 

Lone Ranger talking hoof-beats, for the i tl 
cities. 

Bromo-Seltzer talking locomotive, etc.? e 

u 


If you haven’t yet seen a Sonovox audition, 
you’ve been missing one of radio’s most amaz- 
ing shows! Write now, for particulars as to 
the date, place, time. You'll get a dozen ideas 
for making radio really produce! Mail the 


coupon today. No obligation, of course. 
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USE THIS COUPON! 


WRIGHT-SONOVOX, INC. 
For Denver, address: 6331 Hollywood Blvd., Hollywood 
For Louisville, address: 180 N. Michigan Ave., Chicago 


I would be interested in seeing and hearing a Sonovox / 
audition in Denver [J Louisville (J. We are using radio ti 
(or considering its use) for advertising................ bis 


Phe PRES EDD oxea bode dk whadeeaaadeet ances (product). 


Please notify me of the dates and places in which audi- 
tions will be held. No obligation, of course. 


Soe eeresreeseseesesessesresessesseseseseesesseeseseeser 
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Society Using 
Sponsored Ads 
to Fight Cancer 


Harrisburg, Pa., April 30.—A 
dramatic cancer campaign appeal 
letter, written by an Altoona, Pa., 
merchant while his wife lay dying 
of cancer, has brought in more 
than $10,000 for the work of the 
American Cancer Society. 

This amount already has been 
raised by the Altoona Mirror 
Cancer Fund, which was created 
as a result of a letter written by 
Joseph L. Sherman. Mats for a 
full-page ad featuring the letter 
have been ordered by 50 daily and 
weekly Pennsylvania newspapers, 
the society reports. 


Ads Throughout the Year 


National headquarters of the 
society has supplied proofs of 
four other sponsored ads to daily 
newspapers this month in connec- 
tion with its annual drive for 
funds. In addition, one sponsored 
ad will be made available each 
week throughout the year, to tie 
in with the society’s year-’round 
educational program. 

Ads also are being made avail- 
able to weekly newspapers through 
the cooperation of the Pennsyl- 
vania Newspaper Publishers Asso- 
ciation and the Pennsylvania di- 
vision of the society, which col- 
laborated last year to originate 
the sponsored advertising cam- 


paign in this state. Its success 
patterned the current national 
campaign. 


‘Newsweek’ Offers 
Circulation Bonuses 


Advertisers in Newsweek-Con- 
tinental are offered a circulation 
bonus of 50,000, the publication 
announces, and effective May 1, 
advertisers in Newsweek-Hawaii 
receive a bonus of 60,500 addi- 
tional circulation. 

In the continental edition, with 
a page rate of $250 based on a 
distribution of 25,000, the bonus 
accrues from an added military 
distribution of 38,000, plus the cir- 
culation and military distribution 
of the Newsweek-Rome edition, 
amounting to 12,000. In the Ha- 
waiian edition, which has a page 
rate of $300 based on a distribu- 
tion of 27,500, the bonus is made 
up of the combined circulations of 
the Tokyo edition (40,000), the 
Manila edition (18,000), and 2,500 
increase in circulation of News- 
week-Hawaii itself. 


A More key officials in Wash—- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


| 2. The members of Congress 
vote TIME the most important 
U.S. magazine that carries 
advertising. 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 


War Over, NAB Revives 
‘Results from Radio’ 


The National Associetion of 
Broadcasters, through its depart- 
ment of broadcast advertising, has 
resumed publication of “Results 
from Radio,’ a series of printed 
booklets discontinued after the 
war began, and issued monthly to 
radio stations to feature success- 
ful radio advertising campaigns. 

The first booklet is called ““Here’s 
How,” and describes the success- 
ful use of radio by brewers to in- 
crease beer sales, to establish con- 


sumer preference and good will. 
The 30-page booklet is a con- 
densation of a series of articles 
written by Marie Ford for Modern 
Brewing Age, 1944-46. 


Newsdealer Ups Cobb 


Newsdealer Magazine, Inc., New 
York, recently announced the ap- 
pointment of Willard H. Cobb, 
formerly vice-president and ad- 
vertising director, as president and 
publisher, to succeed Roy Quin- 
lan, who has resigned as presi- 
dent, editor and publisher. Mr. 
Cobb also has acquired Mr. Quin- 


lan’s stock interest in the corpo- 
ration. Neil Caward will be the 
new editor. 


Thwing Changes Name 

Walter E. Thwing, Inc., New 
York advertising agency at 444 
Madison Ave., has changed its 
name to Thwing & Altman, Inc. 
David Altman is vice-president of 
the agency. 


To National Fashionads 


Stanley H. Pelter, formerly 
Havana representative for Phil- 
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bin, Wrangell & Coine, New York 
advertising agency, has joined Na- 
tional Fashionads, New York rep- 
resentative for garment fashion 
publications, as director of adver- 


: 


tising. . 


When You Release a News Release 
Think of 


Sor Release 


(Covering Over 10,000 Newspapers Weekly) 
480 Lexington Ave., N. Y. City, 17 


* 


Making reporters out of housewives, storekeepers 


and farmers is a specialty with our Northwest editor. 
They are his correspondents in scores of crossroads, 
communities and small towns in the 100,000-square- 
mile Oregon market*. Their reports, plus those of 
experienced correspondents, are carefully edited to 
give a home town interest to The Oregonian “local” 
pages. This plus attention to the personal lives in 
its huge market area, is one of the many ways The 
Oregonian keeps itself sold to its readers. To 
obtain coverage throughout the big Oregon market, 
use The Oregonian, with its dominant daily and 


Sunday circulation. 


makes good 


... home town reader 


sales prospect! 


y reach 


To effective! 
the whole Oregon 
Market with a single 


newspaper: use -+> 


* 
Oregon and 7 counties in 
Southwestern Washington 


Che Oregonian 


PORTLAND OREGON 


MARKET-WIDE CIRCULATION LEADERSHIP...DAILY AND SUNDAY 


REPRESENTED NATIONALLY BY PAUL BLOC K & ASSOCIATES 
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am ' “|Brooklyn, has changed its name 
Ch ber Awards Oscar 'to Detecto Scales, Inc. All orders, 


The Seattle Chamber of Com-' contracts and obligations of the 
merce will this year offer its third | company under its previous name 
annual award of merit to the ad- will be honored under the new 
vértiser, author, movie producer,| name. 
radio writer or other individual | 


who focuses the greatest amount | 
of favorable publicity on the city.) Stores Group to Meet 


Ee | The National Industrial Stores 

t. % | Association will hold its 20th an- 

What sind Name? |/nual convention at the Hotel Wil- 

Because its product and trade-|liam Penn, Pittsburgh, Oct. 20-23. 

| mark became better known than|A merchandise exposition will be 
its name, Jacobs Bros. Company, | featured. 


lige pres Circulation Coverage is your guarantee 
of improved cash register returns. 

In the CHICAGO DEFENDER, intimate messages 
on your product or services are carried into over 
200,000 homes. 


FOR RESULTS— 


| Schedule the CHICAGO DEFENDER 

in your new advertising budget. 
Member Audit Bureau of Circulation 

THE CHICAGO DEFENDER—3435 Indiana Ave., Chicago 16, Ill. 


George S. Denison, National Adv. Mgr. 
‘ George T. Hopewell, Eastern Representative, 10! Park Ave., New York, N. Y. 
‘ " seere ntsc 


New Orleans 
Firms Grab Up 
‘Plant City’ Ads 


New Orleans, April 30.—Indus- 
try is just “waiting on the news- 
paper” to provide effective plant 
city advertisements for sponsor- 
ship, the New Orleans Item is con- 
vinced, following its successful 
sale of a $26,000 series. 

The Item offered local industries 
a series of 52 pages featuring lead- 
ing types of industries, such as 
sugar, oil, lumber, fur, etc. It 
charged $10 per signature to each 
local business concern helping 
sponsor the series. 

“We started sales work on this 
campaign last month and we have 
practically finished the job,” Loyal 
Phillips, advertising director, told 
ADVERTISING AGE. “Our large in- 
dustries are each subscribing $520 
toward the cost of the 52 weeks’ 
series, which started April 1.” 

Many cities are still suffering 
“readjustment spasms” due _ to 


BOOST NEW ORLEANS — Here are two of the series of 52 full-page adver- 

tisements prepared by the New Orleans Item and sold successfully to local 

industry as an effective means of contributing to the city's progress. The series 
is already under way. 


sudden stoppage of war produc- 
tion, Mr. Phillips said, and “I 
think they, too, need the benefit 
of impression-forming newspaper 
advertising. 

“The City of New Orleans, for 


turns to your page. 


from ties to tires. 


It pays to put Popular Mechanics on your schedule and REACH THE 


' P. M. MInp. 


No, the names above don't all advertise in Popular Mechanics. We think they could — profitably. 3% MILLION men buy a lot of shirts and ties, 


* 


7 


You don’t have to ring bells and blow whistles to get the attention of 
the Popular Mechanics reader. You have his attention as soon as he 


He reads the ads deliberately... with a conscious reaction... because 
his prying, penetrating mind never stops hunting for new facts and 
ideas he can put to use. 


Latest readership surveys based on current circulation show 312 MILLION 
of these men—a big, more attentive, quicker-responding, result-produc- 
ing market for any man-bought product from shirts to shampoo... 


example, will be widely publicized 
in larger newspapers throughout 
the Mississippi Valley during the 
coming months. A group of lead- 
ing citizens has set out to raise 
more than $300,000 for a three- 
year publicity campaign in an ef- 
fort to direct more trade through 
our port and more tourists to our 
fabulous old city. 

“This same group is lending 
support to the Item’s community 


campaign because they feel that to 
sell New Orleans elsewhere, it is 
| Seat necessary to sell it to the 
'600,000 regular residents.” 


Long in Preparation 


The difficult part about publish- 
|ing a community or industrial ad 
campaign is preparation, not sales- 
manship, Mr. Phillips said he dis- 
covered. For several months, the 
publisher, editor, promotion man- 
ager, a top-flight reporter, the ad- 
vertising director, and member 
of the art department devoted 
|considerable time to the series. A 
sufficiently high rate was charged 
|to provide for copy and art work 
\“which will compete effectively 
| with the best national or local ad- 
|vertising in the newspaper.” 
| In addition to the leading in- 
dustries, the Item series devotes 
a few pages to such institutions 
as the New Orleans Port, Interna- 
tional House, French Quarter and 
the famed Mardi Gras. The finest 
photographs and art work avail- 
able are employed. Prospective 
sponsors were shown eight sample 
pages, in portfolios with a brief 
analysis of the campaign’s ob- 
jectives. 

Signatures of the concerns spon- 
soring the campaign will appear 
at the bottom of the ads in small 
henge 


| 


‘Magazine World’ 
Goes Semi-Monthly 


Magazine World will 
semi-monthly, effective with its 
March issue, which was delayed 
because of change-over difficulties. 

The April issue was to reach 
subscribers last week, and subse- 
quent issues will be dated on the 
first and fifteenth of each month. 
Several new features will be 
|added, its editors state. 


Pure Oil Renews 


Pure Oil Company has renewed 
| Kaltenborn Edits the News on 
NBC for 52 weeks, effective May 6. 
Leo Burnett Company, Chicago, is 
the agency. 


appear 


| FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 


| organizations are.building postwar 
| reference files NOW. We have back 


issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


P2USINESS FARM GENERAL 
» PAPERS PAPERS MAGAZINES 


721 N. LASALLE ST., CHICAGO 1, ILL. 
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4-Point Challenge 
to Be Main Theme 
at AFA Meeting 


New York, April 30.—Lewis B. 
Schwellenbach, Secretary of La- 
bor, and Julius A. Krug, Secretary 
of the Interior, will be feature 
speakers at the 42nd annual con- 
vention of the Advertising Federa- 
tion of America in Milwaukee, 
May 26-29. The keynote address 
on ‘Advertising—Instrument of 
Prosperity—Beacon of Peace,” will 
be given at the opening general 
session by Charles E. Murphy, 
general counsel to the AFA. 

Conferences have been arranged 
on retail, industrial, direct mail, 
outdoor and transportation adver- 
tising, with three half-day confer- 
ences on advertising club activi- 
ties. 

The four major themes of dis- 
cussion include promotion of full 
employment by aiding in the sale 
of 50% more goods than in pre- 
war years; education of advertis- 
ing personnel to greater efficiency, 
especially personnel in new and 
small business. Mr. Dawson also 
named for special consideration 
the necessity for a better public 
relations job for advertising and 
business in general, as well as the 
vital need for cleaning up adver- 
tising plus the promotion of 
stricter adherence to truth in ad- 
vertising. 

Included in sessions held by and 
for advertising club officers will 
be a meeting of agencies sponsored 
by the American Association of 
Advertising Agencies. Other ses- 
sions will be sponsored by Direct 
Mail Advertising Association, 
Transportation Advertising Asso- 
ciation and the National Industrial 
Advertisers Association. 

Among other speakers on the 
general program are Arthur H. 
Motley, president of Parade Publi- 
cations, New York; Adelaide M. 
Enright, president, Old-Fashioned 
Millers, St. Paul; Robert E. Freer, 
chairman of the Federal Trade 
Commission; Leo Nejelski of Nejel- 
ski & Associates, New York, and 
Mrs. Bj Kidd, associate director of 
the copy department, N. W. Ayer 
& Son, Philadelphia, speaking ata 
luncheon sponsored by the Coun- 
cil of Women’s Advertising Clubs. 


Appoints Kelly, Nason 


Vulcan Iron Works, Wilkes- 
Barre, Pa., has appointed Kelly, 
Nason, Inc., New York. 


Dallasites are kept abreast of State, 
National, and International events 
and trends through the leased wire 
facilities of The Times Herald. Thor- 
ough coverage is given through the 
use of the three major wire services 
(AP, INS, UP) and intelligent edit- 
ing. More than 60 regular features 
carried in The Times Herald com- 
plement the wire services and en- | 
able Dallasites to get all sides of 
every question and event. 


THE DALLAS | 


TIMES 
HERALD 


DALLAS' GREATEST NEWSPAPER 


Represented by 
THE BRANHAM COMPANY 


New Fresno Agency 


Hunter Scott, former advertis- 
ing and sales promotion manager 
of station KPO, San Francisco, 
has opened an agency at 732 Ful- 
ton St., Fresno, Cal. 


Keesely Joins Mutual 


Nick Keesely, formerly with 
Columbia Broadcasting System, 
has joined the Mutual network as 
manager of program sales, ac- 
cording to Phillips Carlin, vice- 
president in charge of programs. 
Mr. Keesely, at 36, is a veteran of 


18 years in radio; 15 with N. W. 
Ayer & Son, where he served suc- 
cessively as talent buyer, director, 
producer and account executive: 
and three with CBS. 


London's Gin to Lewis 
London & Co., Elizabeth, N. J., 
and New York, has appointed 
Lewis Advertising Agency, New- 
ark, to handle forthcoming adver- 
tising on London’s Tom Collins 
highball mix and London’s dis- 
tilled dry gin. Newspapers, busi- 
ness papers, outdoor posters, and 
point-of-sale displays will be used. 


Walker Becomes Editor 


Franklin D. Walker, formerly 
associate editor of Flying, has 
joined the public relations staff of 
Fairchild Engine & Airplane Cor- 
poration, New York, as editor of 
Pegasus, monthly aviation maga- 
zine. 


Stoker Show Set 


Fourteen distributors will show 
more than 25 models of automatic 
coal-burning equipment at the 
Chicago Stoker exposition to be 
held in Commonwealth Edison 


Company’s assembly hall, May 


canmmanieinion ADR 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS LTD. 


J. BAY STREET. - TORONTO 
REGINA, 


WS CANADA 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


no other name. 


FINE Coated Finer 


In this era of outstanding progress al- 
most every manufactured article has 
been improved while costs and 
prices have been lowered. Yet these 
products continue to be distinguished by 
their original names. 

By a streamlined process of manufac- 
turing coated paper, Consolidated not 
only produces paper with better printing 
qualities but makes it so economically that 
it can be sold at uncoated paper prices. Y et 
it remains fine coated paper and needs 


, : oe : 
Sakis a ie pe PW 08 


Photograph through courtesy of 
SPIEGEL, Chicago, 
from their Spring and Summer Catalog. 


Cndoliladed, COATED TGo0u 


PRODUCTION GLOSS... MODERN GLOSS 


With catalogs their only salesmen, realistic 


“eye-catching” 


reproductions of products 


are an important factor in the success of 
the mail order business. 


By using Consolidated Coated, great 
mail-order houses, such as Spiegel, ob- 
tain the finest reproductions at a mini- 
mum cost for paper...an important 


saving when millions of catalogs are distrib- 


uted yearly. 


Consolidated Coated is recommended by 
printers from coast to coast; specified by 


leading national advertisers for their finest 
catalogs and brochures; and used by many 
of America’s finest national magazines, 
trade and technical journals. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


Five Modern Mills 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO, 
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Modell Clarifies Vet 


Training Plan Operation 

To the Editor: This letter is 
written in a spirit of clarification 
of an article concerning the Modell 
Veteran Training Center which 
appeared in ADVERTISING AGE 
March 25. 

Certain phases of this plan, 
which has the complete approba- 
tion of the Veterans Administra- 
tion, New York State Veterans 
Affairs, New York City Veterans 
Service Center, and their avid in- 
terest and support, are now a mat- 
ter of record. 

The store has been jam-packed 
since its opening. The public has 
shown its confidence in this proj- 
ect and have given strong ap- 
proval to the wide assortment of 


se 
SSSR 


This department is a reader’s forum. Letters are welcome. 


government surplus merchandise. 

As set forth in the original con- 
ception of the plan to the Vet- 
erans Administration, the trainees 
are receiving orientation in re- 
tailing to either open their own 
stores, or embark on any phase 
of a retailing career, whether it 
be selling or merchandising, or 
management, or comptrollership, 
etc. 

I think your article missed the 
point that I was trying to set up 
a pattern for other retailers in all 
lines of endeavor to follow. I am 
hopeful that such action by other 
reputable merchants throughout 
the country will result in gainful 
employment for hundreds of thou- 
sands of now unemployed vet- 
erans. 

You can believe me that I am 


not concerned with selling trainees 
in my store merchandise with 
which they can open their own 
stores. I will accommodate them 
if they so desire. But I assure you 
that any profit I can make in this 
respect is piddling when it is con- 
sidered that my present wholesale 
business runs to over three million 
annually. 

And I will say unequivocally 
that I will retain in my sales or- 
ganization any of the present ten 
trainees who prove themselves 
qualified. I am most anxious to 
do so for the good of Henry Modell 
& Co. If any of these boys want 
to branch out with a larger, or 
another company, I will, in the 
same spirit of helpfulness assist 
them in getting placed. 

What the vets are now learning 


os DAUGHTER 


READS ‘EM IN THE 


CHICAGO DAILY NEWS.. 


Mother reads "em, too. And so did 


Grandma. Into the third generation 


Chicago womenfolks have been reading the 


Daily News grocery advertisements. And 


in a big way! 


Such a big way that, for years and 
years, grocery advertisers have rated the 


Daily News as one of the top-rank news- 


paper mediums in America. 


As far back as records go the Daily 
News has carried more Retail Grocery 


linage than any other Chicago newspaper. 


As far back as records go the 
Daily News has carried more 
General Grocery linage than any other 


Chicago newspaper. 


Grocery advertisers have learned by 


experience that they cannot expect maxi- 
mum returns from the Chicago market 


without using the Daily News. Its character 


as a HOME newspaper—its SELECTED 


mass circulation—provides the advertiser 
with Chicago’s KEY audience—an audi- 


ence always alert and eager to buy! 


CHICAGO DAILY NEWS 


For 70 Years Chicago’s HOME Newspaper 


LOS ANGELES OFFICE: 606 South Hill Street 
DETROIT OFFICE: 407 Free Press Bidg. 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobort Building 


|in selling surplus from day-to-day 


|to projects which help us to better 


| 


can be applied to selling any type 
of retail merchandise. What they 
will learn concerning displays, in- 
ventory, markups, wrapping, 
stocks, etc. can be applied to any 
type of retail store operation— 
whether it be surplus or normally- 
manufactured merchandise. When 
normal production is achieved and 
surplus is no more, the experience 
gained by these G.I.s will still be 
practical and usable in daily re- 
tail merchandising procedure of 
any kind. If these trainees happen 
to open their own stores the 
process of reconversion from sur- 
plus selling will be normal and 
uncomplicated. Meanwhile, they 
will have built up a regular clien- 
tele through high quality surplus 
material. 
HENRY MODELL, 
Henry Modell & Co., New 
York. 
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Grabow Did It First 


To the Editor: I read, with con- 
siderable interest, your Ad-libber’s 
comment on the campaign for 
Peter Schuyler cigars in the April 
15 issue of ADVERTISING AGE. 

However, we believe that our 
client, Dr. Grabow Pipe Company, 
Chicago, has gone Peter Schuyler 
one better—you will note from 
the enclosed card that we have 
P.S.P.S.—Perfectly Satisfied Pipe 
Smokers—which also puts in a 
plug for Pre-Smoked, the exclusive 
feature of Dr. Grabow pipes. 

Ancient and Independent Order 
Perfectly Satisfied Pipe Smokers 
was “dreamt up” some time ago, 
and all pipe smokers qualify for 
membership. 

LAWRENCE J. MICHELSON, 

Simons - Michelson Company, 

Detroit. 
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High Pressure Selling 
on Radio Tie-Up 

To the Editor: In the interest 
of preserving public confidence in 
the integrity of the radio research 
companies who are rendering an 
invaluable service toward better 
understanding and advancement 
of radio programs, I should like 
to call your attention to some- 
thing which happened at our house 
today. 

Two men came to the door. 
When Mrs. Larmer answered, one 
said: “We are making a radio 
survey. Do you have time to an- 
swer a few questions?” Being an 
ad man’s wife, she naturally 
agreed. She invited the men in 
and then the conversation went 
something like this: 

“Do you listen to Lowell Thomas?” 

“Yes ... whenever we can get 
him here. You know he’s not on the 
local stations and out-of-town re- 
ception is spotty.” 

“Well, when you have been able 
to get him, you probably have heard 
our announcement right afterwards 

. the one about Rand McNally 
maps.” 


“Yes, I seem to remember it 
vaguely.” 
“Well, here are some of the maps 


mentioned in those announcements 
(unfolded maps on divan) ... and 


I'd like to tell you about the maps 
we are giving away FREE!” (Then 
on into the usual spiel about how 


you get everything free when you 
spend 30 cents a week for three 
years, ete., etc. . .) 

These men actually wanted to 
sell “The Book of the Year” by 
P. F. Collier, I believe. One was 
the regional manager checking on 
his man’s technique. 

Again, being an ad man’s wife, 
Mrs. Larmer told these fellows off 
in no uncertain terms and invited 
them to vamoose. But what I am 
wondering about are the millions 
of housewives and husbands who 
are not so intimate with the ad- 
vertising and research fields. Tac- 
tics like this, if allowed to con- 
tinue, are likely to sour the public 
against even listening to the legiti- 
mate research interviewers when 
they call and do immense harm 


te Sie 


Advertising Age, May 6, 1946 


service to advertising by checking 
the correct names of the companies 
involved, running an open letter 
in your publication with an “in- 
dignation” coupon attached and 
ask your readers to send these 
coupons to the heads of these com- 
panies. Such tactics are not only 
harmful to advertising research, I 
suspect they are also detrimental 
to the long-range interests of 
ethical direct selling companies, 
like Fuller Brush, Watkins Prod- 
ucts and others. 

It is time for advertising and 
selling men and women to be con- 
cerned about tactics which under- 
mine public confidence in their 
arts. Business has enough ob- 
stacles as it is. 

JOHN J. LARMER, 

Director, Evansville Co-oper- 

ative League, Evansville, Ind. 


vv¥eéeseW 
Definitions Begin 
to Stir Dissension 

To the Editor: I heartily dis- 
agree with the definition of “ad- 
vertising” stated by Prof. James C. 
Drury of New York University 
(AA, April 15). 

Apparently Prof. Drury has 
overlooked quite a few aspects on 
advertising or he wouldn’t have 
made such a definition as this one. 
A large part of advertising is ac- 
complished by personal presenta- 
tion of many products which are 
purchased outright and controlled 
by the advertiser. Such products 
are calendars, goodwill advertis- 
ing specialties and signs. 

Along with overlooking this 
phase of advertising, Prof. Drury 
has lost sight of the main purpose 
of advertising as the presentation 
of ideas is only secondary. 

I would suggest the following 
definition: 

Advertising is a medium used to 
create personal preference and 
good will towards either a concern 
or its products and services. 

R. E. LIGHTELL, 
Vice-President, The Novelty 
Advertising Company, Coshoc- 
ton, O. 


To the Editor: I think that the 
definition which Prof. Drury gives 
of public relations: : 

“Public relations—a many sided 
activity both personal and non- 
personal through which a business 
maintains good relationships with 
all groups and individuals with 
whom it comes in contact” 
could be improved by making the 
last part read: 

“through which a business at- 
tempts to inaugurate and maintain 
good relationships with its own 
public by being worthy of them.” 

To me, a better definition is: 


pose the creating of a favorable 
attitude toward a worthy objec- 
tive.” 

or: 
“Public relations is an applied 
art of earning and winning the 
good opinion of the public to 
which the product or service should 
appeal.” 

or: 

“Public relations properly under- 
stood is a policy and includes any 
activity designed to improve the 
character or dignity of an organi- 
zation, its products or its services 
with full respect for public re- 
sponsibility.” 

These definitions have been 
culled from various sources, al- 
tered, enlarged or curtailed and 
are being a practical guide in 
doing those things which I think 
my job entails. 

But my own definition and prin- 
cipal guide is: 

Public relations is the science 
of producing a product or service 
worthy of acceptance by its own 
public and the art of inducing that 
public to accord such acceptance. 

... C, W. Duranp, 


understand the radio medium and 
audience response. 
I think you would render a real! 


Director of Public Relations, 
Macfadden Publications, Inc., 
New York. 


“Public relations has for its pur- _ 
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Eat More Graham, 
Less Wheat, Says 
Nabisco’s Copy 


New York, April 30. — National 
Biscuit Company, during the first 
week of May will begin its largest 
radio campaign for Nabisco 
graham crackers and sugar Honey 
Maid grahams, using 155 stations 
throughout the country. The pro- 
grams, 90% of which are quarter- 
hours, are daytime newscasts de- 
signed to reach the women, who 
buy crackers for the family. 

The timely Nabisco drive will 
urge housewives to give their fam- 
ilies graham crackers, thus easing 


the demand for wheat products 
like bread and rolls. Commer- 
cials will extoll the energy value 
of graham crackers as between- 
meal and bedtime snacks with 
other foods like milk or apple 
sauce. 

Truck posters will back up the 
radio campaign, as will display 
material provided food merchants 
to use with bulk items such as 
canned fruits, spreads, etc. To 
assist the grocery tie-ins, 2,500 
Nabisco salesmen will cover the 
country early in May to help de- 
velop sales. 

Agency in charge is McCann- 
Erickson, Inc. 


Oklahoma, S. C. Girls 
Win ‘Glamour’ Contest 


Of 3,417 career girls who live 
with their parents entering Glam- 
our’s recent “Private Life” na- 
tional contest, Jane Edwards of 
Shawnee, Okla., and Holly Self of 
Ninety Six, S. C., were first and 
second prize winner, respectively, 
with their plans for a private liv- 
ing suite under the family roof. 
Miss Edwards was winner in 
Class 1, which called for plans 
for a combination living-bedroom, 
kitchenette and bath; Miss Self 
won in Class 2, with a design for 
a bedroom, living room, kitchen- 
ette and bath. 

Contestants were required to 
write an essay explaining how the 
suite could be built with the pres- 
ent structure of the house, and 
why they needed privacy. Glamour 
will build for them complete liv- 
ing units, entirely equipped and 
furnished, at a cost of more than 
$10,000 each. In addition, the 
magazine awarded $100 U. S. Sav- 
ings Bonds to 10 runners-up. 


Oregon Four A’s Elects 

The Oregon chapter of the 
American Association of Adver- 
tising Agencies has elected the fol- 
lowing officers: Chairman, Aryln 
Cole, president of Mac Wilkins, 
Cole & Weber; vice-chairman, 
Richard G. Montgomery, Richard 
G. Montgomery & Associates, and 
secretary-treasurer, Adolph L. 
Bloch, Adolph L. Bloch Advertis- 
ing Agency. All have been elected 
to the chapter’s board of gov- 
ernors. 


Pullman Elects Kelly 

George A. Kelly, vice-president 
of the Pullman Company, Chicago, 
in charge of public relations and 
advertising, has been elected ex- 
ecutive vice-president. He suc- 
ceeds Champ Carry, who is now 
president of the Pullman-Standard 
Car Mfg. Company. 


Gibson to Roy Acuff 


Albert E. Gibson, former pro- 
motion manager of Station WSM, 
Nashville, is now radio and pub- 
licity representative of Roy Acuff 
and his Smoky Mountain Boys. 
He will make his new headquar- 
ters in New York. 


Offers 15% Commission 


The Boys’ Outfitter, business 
publication of the boys’ and stu- 
dents’ wear industry, has revised 
its rates to allow 15% commission 
to advertising agencies. 


Milwaukee Copy 


Boosts Centennial 


Milwaukee, Wis., April 30.— 
Using national advertising for the 
first time in its 100-year history, 
the city of Milwaukee will use a 
full page in Holiday’s July issue to 
promote the city’s “Centurama.” 

Reprints by the Curtis Publish- 
ing Company and display cards in 
all travel terminals within a radi- 
us of 500 miles will supplement 


the magazine copy. 

Copy theme of the centennial is 
“a holiday you’ll never forget” 
outlining the city’s spectacular pro- 
gram to be held over a full mile 
of Lake Michigan’s shore line. 
Cramer - Krasselt, Milwaukee, is 
the agency. 


Septembre Quits 

Lee Septembre has resigned as 
publicity and advertising director 
and general sales manager of Con- 
stance Bennett Cosmetic Com- 
pany, New York. 
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Plans New Plant 


Construction is planned late this 
year for a new building to house 
the Arizona Republic and Phoenix 
Gazette. The new building will 
cost about $1 million and is ex- 
pected to be completed late in 
1947. 


Gets AMA Account 


The American Medical Associa- 
tion has appointed Critchfield & 
Co., Chicago, to handle its ac- 
count. Business papers will be 
used. 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


— 
4G 


U 
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Sew is the basic ingredient 
in the making of quality book 
papers. Where wood is sufficiently 
plentiful there is less need to be 


HORRORS ! THE OXFORD WOODPILES 
AT RUMFORD, IT SEEMS, ARE TWO 

PIECES SHORT OF HAVING MORE WOOD 
THAN YOU CAN SHAKE A STICK AT. 


concerned about possible com- 


promises with quality. 


Oxford is particularly well situ- 
ated as to good wood supply. The 
Rumford plant, where Oxford 
pulp is made, is close to the heart 


of the timberlands. 


Our steady flow of timber, and 
months-ahead reserves, mean a 


steady flow of pulp 


production. It also means that 
Oxford has control over its paper 


quality from start to 


ards. In fact, every shipment 


a 


y 


we not only have our own wood 


we carry on right through to the 
finishing of Oxford quality papers. 


Thus we can maintain high stand- 


of Oxford paper undergoes in- 
numerable laboratory tests for 


supply and make our own pulp, 


experience 


quality before it leaves the mill. 


Oxford also has many years’ 


making over 1,000 


miles of quality paper a day. Our 


progressive research never stops. 
All of which explains why Oxford 
has become quality-paper head- 
quarters in the printing paper field. 


iy Included in Oxford’s line of quality printing and label papers are: 
4a 


\ ae rartes- 7 ENAMEL-COATED — Polar Superfine, Maineflex, Mainefold, White Seal 


)Arake 


and paper 


finish. For 


and Rumford Litho C1S; UNCOATED —Engravatone, Carfax, Aquaset 
Offset, Duplex Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N. Y. 


MILLS at Rumford, Maine and West Carrollton, Ohio 
WESTERN SALES OFFICE: 35 East Wacker Drive, Chicago 1, Il. 
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Copy in Chinese 
Boosts Flavoring 


Chicago, April 30.—In reversal 
of the usual process, Mei-Wei-Fen 
a vegetable glutamate used to in- 
tensify natural food flavors, 


in promotion. 
for centuries, 
American restaurants and hotels 
for the first time. The flavoring is 


*/national Minerals & Chemical} 


Used in the Orient leago paper 
it is offered to| campaign is expected to be en- D 


| 


series of quarter page advertise- | 
ments in San Min, Chicago’s larg- | 
est Chinese language newspaper. 
Formerly sold only in wholesale | 
quantities to food processors, the 
glutamate is now offered by Inter- | 
| 


Corporation, Chicago, to restau-| 


— : ; hi iS rants and hotels in 10-pound pack- 
clinging to its oriental origin even | ages, 


Running daily in the Chi- 
for 60 days, the 


larged to reach retail consumers 
later this year. C. Franklin Brown | 


making its advertising debut in a|& Co., Chicago, is the agency. | 


Names Beverley-Giddings 


_A. R. Beverley-Giddings has re- 

signed as vice-president and copy 
chief of Federal Advertising 
Agency, New York, to become 
vice-president and creative direc- 
tor of Morse International, Inc., 
New York. 


Kroes Advanced 


L. C. Kroes, who has been with 
etrex Corporation, Detroit, since 
1937, has been named manager of 
central regional sales. His head- 
quarters will be in Detroit. 
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Did YOU miss out on 
A GOOD BET? 


If you were one of the many who missed out on The Rapid 


Way No. 11, here is your chance to get a copy of the reprint 


issue No. 13. Its graphic demonstration of electrotypes and 


mats for national newspaper advertising has been acclaimed 


from coast to coast. 


Also, now is the time to have your name added to the mailing 


list to receive these highly informative bulletins. They 


belong in the personal file of every advertising executive 


concerned with national newspaper advertising. 


Write today for No. 13 and future issues. 


uid ExectROTYPE CO 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 


SAN FRANCISCO PLANT: 


Vanderbilt 6-3286; Teletype: NY 1-1323 


Rapid Electrotype Co.; Douglas 8427 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


' Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


DETROIT PLANT: 

Northern Electrotype Co. 

Madison 6780; Teletype: DE 91 
CHICAGO OFFICE: 

Rapid Electrotype Co.; Dearborn 2016 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 


Rolfs Feature 
Nylon Stitching 


West Bend, Wis., April 30.— 
Nylon stitching is prominently fea- 
tured in national advertising by 
Rolfs, Inc., manufacturer of bill- 
foids and leather accessories for 
men and women. 

Current ads appearing in Es- 
_quire, Harper’s Bazaar, Holiday, 
|'Life, Mademoiselle and Vogue 
|claim that nylon thread is 100% 
stronger than ordinary thread, im- 
pervious to moisture and perspira- 
tion, does not easily rip, fray, 
ravel or tear, will not deteriorate 
under any climatic condition, and 
that nylon wears much longer 
than ordinary thread. 

Rolfs’ “spring scoop,” presenting 
a “gleesome threesome” consisting 
of a ladies’ billfold, a boodle bag 
or cosmetic carryall, and a cigar- 
ette case are advertised in high 
|fashion magazines. These “inside 
| your purse”? accessories are of 
| plastic patent and come in black 
|with red, black or saddle leather 
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trim. Local dealer cooperative ad- 
vertising and point-of-sale dealer 
aids round out the program. 

Cramer-Krasselt handles the ac- 
count. 


Y&R Shifts Radio Dept. 


A. S. Stronach, formerly in 
charge of talent buying, and Les- 
ter Gottlieb, manager of radio 
publicity for Young & Rubicam, 
New York, have been named 
manager of the Y&R program de- 
velopment department and super- 
visor of program development, re- 
spectively. Harry Rauch, former 
assistant to Mr. Gottlieb, succeeds 
him as manager of radio publicity. 


Florida Citrus Plans 


Ads for Orange Juice 

Florida Citrus Commission, 
Lakeland, Fla., during July and 
August will conduct a $15,000 spe- 
cial campaign for its pure concen- 
trate orange juice. Drive will in- 
volve ads in business papers in the 
hospital, hotel, restaurant, drug, 
and restaurant fields. Agency in 
charge is Benton & Bowles, New 
York. 


| 
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“George can’t get to first base without his 
copy of The Buffalo Evening News !”’* 
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| * Yes, George always feels | put out” if he 
misses 2 copy of the News: And George isn't 
: — alone. Every weekday 250,000 Western New 
= | | York families count on the News for complete 
| ee Sa n topmente WES Sy 
| habit we've encouraged by going all out to 
i Po print all the news and all the best features, too. 
This completeness makes the News 2 hard thing 
: | ld for Wester New Yorkers t© get along without. 
| it inspires the kind of reader loyalty which, 
, sete advertisers can tell you, pays cash dividends: 
. proof? In 1945 the News carried more adver 
. tising linag? than any other New York State 
os) . . ‘ . . . 
Sree | - daily. Its the big poper © a big market! 
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Varlon Launches 


3-Point Drive 


Chicago, April 30.—A_ three- 
point advertising campaign has 
been launched by United Wall- 
paper’s division, Varlon, Inc., for 
the new Varlon stain-proof wall 
covering to be available in July 
(AA, March 11). 

Varlon ads will appear this 
spring and again next fall in 23 
publications in the hotel, hospital, 
interior decoration, building man- 
agement, institutional and build- 
ing fields. The campaign aims at, 
first, “‘specifiers” of wall cover- 
ing material—including contract- 
ors, decorators and painters; sec- 
SEE- THROUGH PRINTING—The ond, those who build and manage 
"X-ray" printing technique, using trans- theaters, hospitals and other 
parent sheets for printing surfaces in ‘buildings, and third, at retailers. 
such a way that a succession of im- The ads, as well as brochures, 
pressions permits “looking into" the | - : ; 
product, began to achieve prominence | dealer aid material and a — 
before the war. Now Milprint, Inc., Of “technical data sheets, empha- 
Milwaukee, releases its version of the |Size that Varlon “looks new after 
"X-ray" printing method, called Trans- | 25,000 washings,” “washes clean 
Vision. Carefully matched illustrations | with soap and water,” is as easy 
printed in roto permits stripping of to hang as wallpaper and will be 
layer after layer off the product until available in 90 highly-styled pat- 


the "core" is exposed. ‘terns. Company executives assert 

‘that they do not yet know whether 

Two Hour Film Trains \Varlon eventually will have 
: ’ greater sales to homeowners or to 

P hilco s Dealers institutions and industries. | 
Philco Corporation has inaugu- | MacFarland, Aveyard & Co. is| 


rated showings of a two-hour film | 
as first phase of its 1946 retail | °° 98e°Y- : 
sales training program. | ; . 

The film and other visual aids Regensburg Appointed 
cover all sales techniques for Alvin Regensburg, formerly ad- | 
Philco’s radio, radio-phonograph, | vertising manager for Phillips- | 
freezer and refrigerator lines. | Jones Corporation, New York, and | 

———_——— | before that with the ee | 
department of Gimbel Bros., New | 
Names Rogers | York, has been appointed adver- 

John C. Rogers, formerly in the 'tising manager for Midland Fab- 
New York and Miami offices of | rics Corporation, New York. He | 
Pan American World Airways, has| will be in charge of advertising | 
been named district sales manager! and promotion for the entire | 


| 


in San Francisco, | Spectrum line. | 
| 
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This Way? 4%” 


Every advertisement of securities offerings 
published in the Central West by 

Halsey, Stuart & Co. Inc. has appeared 

in the Chicago Journal of Commerce 

—for five straight years. 


Why? Because this daily business newspaper 
takes the story direct to Central Western investors. 


And what is an investor? Very often he’s 
a management executive whose enterprise brings 
him capital over and above that needed for 

living. As an individual he’s a good prospect for 

the investment house. As a management man, he’s 


an outstanding prospect for anyone with goods, 
services or ideas to sell. 


The Central Western investors reached by Halsey, | 
Stuart are the management men you must reach to | 
get business in the nation’s greatest industrial area. 


Do it consistently for a moderate part of your 
budget. Less than $3,700 nets you twelve big 10x14 
inch ads. Take the economical direct route with the 
Chicago Journal of Commerce. 


Chicago Journal of Commerce — 


THE SouRCE OF DalLy BUSINESS NEWS 
IN THE NATION’S GREATEST INDUSTRIAL me i 


It’s COW NEWS you want! 


Wisconsin Ag is a Wis- 
consin product— published 
at Racine, Wisconsin, 
since 1849. Gives local 
news with a local slant— 
talks the language and 
business of Wisconsin 
dairy farmers. 


THE EASY 
WAY 


* + + + and it’s cow news you get in Wisconsin 
Agriculturist and Farmer. That’s why this out- 
standing agricultural publication is read by 9 out 
of every 10 Wisconsin farm families. It talks 
their business ...as no other publication does. It 
keeps Wisconsin’s rich dairy industry posted on 
the latest in dairying. If your business has cows 
for a market ... or farmers with a steady year 
round income .. . look to Wisconsin first. Win 
Wisconsin with Wisconsin’s own state farm 


paper... The Wisconsin Agriculturist and Farmer. 


WISCONSIN 
-AGRICULTURIST & FARMER | 
RACINE, WISCONSIN: 
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“Brighten the Corner.. .’’ 


Restrictions ...and rationing. The home, 
foundation of the nation, etc., getting 
shabbier. And America, I Love You, getting 
less likely looking day by day. 

To the aid of civilians came Sherwin- 
Williams and its affiliated companies, with 
Kem-Tone, Miracle Wall Finish. Goes on 
over wallpaper. With a Roller-Koater or a 
simple brush. 

And to the aid of S-W, came Einson- 
Freeman with a display demonstrator, 
paliidly pictured on this page. It comes 
packed in a carton; can be assembled by 
any not-so-bright salespeople the paint 
store happens to have around. It features 
the Roller-Koater, permits participation 
by customers . . . proves that you, too, can 
cover up drab walls, beautify your ecastte 


without a foreman painter on the premises. 


Part of the act was also a swatch tablet 
showing Kem-Tone colors and suitably 
matching wallpaper trims. 


Dip the Kem-Tone demonstrator 
display do its stuff?... Well, all we know 
is what we read in the S-W dealer reports 
... Of the hundreds in the metropolitan 
markets queried—50% were enthusiastic, 
30% favorably impressed, 15% doubtful, 
5% no opinion. . . Later 25% said it helped 
sell Roller-Koaters and 50% said it boosted 
the sales of trims... Not bad at all, 
do you think? 

Einson-Freeman ideas are not restricted 
to Sherwin-Williams. You, too, can get on 
the E-F Bandwagon of better sales through 
better displays . . . Phone, wire, write—and 
we'll get on the job. 


EINSON-FREEMAN CO., inc. 


Demonstrative Lithographers 


STARR & BORDEN AVENUES e¢ LONG ISLAND CITY 1, NEW YORK 
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- YOU OUGHT TO KNOW 


. BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . 


. OTHER FEATURES .. 


The Creative Wan: Corner 


Just when we were setting down to 
write a piece about the highly informal 
and instructive campaign that periodically 
lights up the pages of the advertising 
trade press in the interest of various 
stations, 


Columbia -owned radio and 


while we were wondering why CBS pro- 
motion seems so generally to outshine the 
other networks’, we came across two 
little booklets from the National Broad- 
casting Company that pushed the thought 
right out of mind. 

The first of these is entitled “A Guide 
to Commercial Production Procedure,” 
and it both clarifies NBC policies and out- 
lines the network’s facilities as it makes 
what it calls a frank solicitation of busi- 
ness. 

The second booklet is a glossary of 
television engineering and_ production 
terms entitled “Television Talk” and its 
pace and tone are set by the confession 
that while an effort has been made to 
include as many television terms as pos- 
sible “many, many words uncommonly 
used by NBC Television program produc- 
tion and technical experts (particularly 


You Ought to Kuow . 


That afternoon Roy Moore was to de- 
liver his annual report as chairman of 
the governing board of the Bureau of 
Advertising to the American Newspaper 
Publishers Association. The next night 
he was to preside over 
1,800 people at the bu- 
reau’s annual dinner. 
The week was full of 
meetings. But he found 
time, that Wednesday 
morning in Room 917 
in the Waldorf-Astoria, 
to tell some of the 
things Roy Moore is 
trying to do. 

The first impression 
your reporter had was 
that he can organize 
things—especially his own time. The sec- 
ond was that he can work well with a 
lot of people, and can help to guide them 


Roy Moore 


all toward a common objective. The third. 


was that this plump, blue-eyed, gray- 
haired, practical and very energetic man 
does as much or more to get the job done 
as any who work with him. 

The expanded Bureau of Advertising 
now embraces more than 1,000 daily 
newspapers of the United States and 
Canada. Working with it to help news- 
papers regain their share of national 
linage are such organizations as the 
Newspaper Advertising Executives Asso- 
ciation and the American Association of 
Newspaper Representatives. Roy Moore’s 
job—to which he has devoted about half 
his time since his appointment to the 


in time of stress) have been properly 
omitted.” Carefully and clearly written 
and illustrated in both cases with draw- 
ings that are little short of brilliant these 
two booklets could go a long way to 
erase the appearance of stuffiness that 
some very dull promotion has drawn 
around the keepers of the chimes. 

More important, they take you right 
inside the business of television. 

* * * 

As a postcript to some things we have 
recently had to say about cosmetic ad- 
vertising in general and perfume adver- 


Mnenel — 


” ( > Ba a; 
i\2a aa arfumns 
BOURJOIS 


NEW VORB. Lecrdueor 


tising in particular, we give you the new 
series of magazine color pages for Bour- 
jois in which the ‘Forever Amber” appeal 
is lightly passed by in favor of birds and 
flowers in a kind of reverse Dali approach 
that is as effective as it is surprising. 

We could do without, say, two of the 
bottles in the page reproduced here. But 
even with all three of them, it’s a hell 
of an ad. 


¢ « Roy Moore 


chairman’s post last year—is to coordi- 
nate all of them. He would not admit it, 
but probably he is a major spark plug 
too. 

The other half is devoted to the Brush- 
Moore Newspapers in Ohio and Maryland, 
of which he is one of the three partners 
and the operating head. 

Between time, he lives with his wife 
on a farm near Canton, where Brush- 
Moore Newspapers own the Repository. 
His wife, however, is the “farmer.” Roy 
Moore spends whatever time he gets 
there reading the things he has to read. 
The Moores have a son and daughter, 
both married, and three grandchildren. 

Fifty eight years old now, he started 
the strenuous life early. Born of poor 
parents in Vinton County, O., he went 
to work as a telegraph operator before 
he finished high school. A decade later, 
he was lifted into journalism by the 
Dayton flood. 

As telegraph operator for the Inter- 
national News Service, his wire happened 
to be the only one in Dayton that re- 
mained open. (This required some luck 
or ingenuity, but Roy Moore wouldn’t go 
into it.) He got the story for INS and 
in recognition INS made him bureau 
manager in Columbus. Then he went to 
New York as assistant sales manager of 
the Hearst syndicate under Moe Koenigs- 
berg. 

A fellow Ohioan, President Warren G. 
Harding, got Moore the job as publisher 
of the Press of Portland, Me., owned by 
Senator Frank Hale. At some profit to 


himself, he sold the Press for Senator 
Hale to Guy Gannon, This was the first 
“money” Moore had made in his 32 
years. 

With Louis Brush, 16 years his senior, 
he bought, in 1923, the Star of Marion, O., 
President Harding’s paper. This was the 
nucleus of the Brush-Moore group. Others 
are the Steubenville Herald-Star, the 
East Liverpool Review, Salem News, 
Canton Repository, Portsmouth Times, all 
in Ohio, and the Times of Salisbury, Md. 
Brush-Moore also owns a half interest 
in the Tribune of Ironton, O. The third 
partner is William H. Vodney of East 
Liverpool. An attorney, Mr. Vodney is 
the legal specialist of the group. Mr. 
Brush, who started as a newsboy at the 
age of six, claims to have been “in the 
newspaper business for 68 years.” 

The three partners are equal, and all 
their decisions regarding the newspapers 
are unanimous. Roy Moore says that in 
23 years together there never has been 
a serious disagreement between them. 

Brush-Moore operates on the principle 
that “if you build a good newspaper in- 
stitution it will be profitable.” The part- 
ners are more concerned with what goes 
into the newspapers than they are with 
profit-and-loss figures. However, all the 
newspapers are profitable. The organiza- 
tion has had only one “red” month, in 
August, 1932. 

In their separate cities. the newspapers 
operate with almost complete autonomy. 
Roy Moore said somewhat ruefully: “I 
could write some damned good editorials 
if those fellows would let me.” 

All the papers are dailies. Usually 
there is no local newspaper opposition. 
In two cities, however, Canton and Ports- 
mouth, Brush-Moore owns radio stations. 
Both have applied for frequency modula- 
tion stations. 

As a member for 10 years of the bu- 
reau’s governing board (known until last 


year as the committee in charge) Roy 
Moore has felt that “the greatest de- 
terrent to the success of newspapers has 
been the destructive competition among 
newspapers.” He believes that the bu- 
reau’s program is “the first great effort 
toward unification.” Credit for this he 
gives to a lot of men, among them his 
predecessors as chairman, Edwin S. 
Friendly of the New York Sun and Frank 
Tripp of the Gannett Newspapers. He 
also cited the work of the sales committee 
under Vernon Brooks of the New York 
World-Telegram and of the retail com- 
mittee under Don Bernard of the Wash- 
ington Post. “It took a full year to get 
this thing started,” he said, “but new it’s 
on its way.” 

One factor in the bureau’s program to 
swing more national advertisers to news- 
papers is market-by-market analysis of 
their sales. The grocery store inventory 
plan, introduced by the World-Telegram 
and since adopted by a half-dozen other 
newspapers, has been helpful in this. Roy 
Moore expects others, including the 
Brush-Moore Newspapers, to put it to 
work. 

With a couple of exceptions, newspapers 
have occupied practically all of his busi- 
ness life. For two and one-half years he 
was Ohio state chairman of the War 
Finance organization and for a year 
(1943-44) he managed John Bricker’s 
pre-convention campaign for the Presi- 
dency. But the rest of the time he has 
been busy turning out newspapers and 
helping all newspapers to turn out linage 
in the fight with other media. 

“It’s a killer job,” said Roy Moore. 
“It’s interesting, of course, and worth 
while, but it saps the life out of one.” 
For a moment he looked as though he’d 
like to get back to the long-lost pursuit 
of golf. Then he added: “I guess I’m 
stubborn. I like a good, hard, impersonal 
fight for the things I believe in.” 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


PERSONALIZING OF BILLFOLD PUTS 
OVER BIG MAIL ORDER OPERATION 


One of the most spectacular mail order 
specialty deals that has been developed 
in recent years is the personalized bill- 
fold introduced by the Illinois Merchan- 
dise Mart, 500 N. Dearborn St., Chi- 


“cago 10. 


At the height of this program, Harold 
S. Schwartz & Associates Advertising 
Agency placed page copy in approxi- 
mately 250 magazines. In commenting 
about the selection of media, Mr. 
Schwartz said on this proposition he 
found that monthly publications pro- 
duced better results than the weeklies 
or the daily newspapers; in fact, any 
monthly publication with a rate of ap- 
proximately $1 per page per thousand 
was sure to pay out, whether it was a 
picture magazine, a slick detective, or a 
pulp western. At certain seasons of the 
year, Mr. Schwartz could make women’s 
publications pay, even on a man’s propo- 
sition. 

Billfolds are available in practically 
every drug store, cigar store, gift shop, 
or department store. They do not have 
any outstanding merchandising appeal. 
However, personalizing the billfolds with 
the customer’s name in 24-karat gold leaf, 
and also stamping the billfold with the cus- 
tomer’s lodge emblem, or Army, Navy, 
Marine or Air Corps insignia created 
pride of ownership and exclusiveness. To 
clinch the deal, a specialiy designed 
three-color emergency identification plate, 
on which was engraved social security 
number, name and address, was offered 
as an additional feature to this special 
billfold combination. The billfold with 
the personalized features sold for $1.98 
cash, or C.O.D. plus delivery charges. 

At the peak of the campaign, Mr. 
Schwartz placed $200,000 worth of ad- 


* This Smart Leather Billfold and Pass Case 
*¥ ms and Name Engraved — 


four Choice of Emble: 
on the Billfold in 23k GOLD 
* 3-Color identification Plate 
Beautifully Engraved with 


your Name, Address and 
Social Security Number 


YOUR AME ENGRAVED HERE! 


“| Smart Leather 
BILLFOLD 
Your Favorite Emblem, Name, 
Address and Social Security Number... 
Engraved in GOLD!.. town 


a -° o 3 
Rush Your Order! ovr suprty im ; 
OF LEATHER BILLFOLDS IS LiMiTFO! fOssss= 


vertising within a year and sold approxi- 
mately 350,000 billfolds having a gross 
value of approximately $700,000. Packed 
with the billfold went a 24-page catalog 
of other related merchandise. Repeat 
business on the billfolds and additional 
orders from the catalog were very sub- 
stantial. 

The interesting point about this success 
story is that here was an ordinary piece 
of merchandise available _ practically 
everywhere which, when _ personalized 
took it out of the ordinary class and put 
a greater intrinsic value on the billfold, 
which gave it exclusiveness, which is so 
important in a mail order proposition. 
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Todd Joins Parents’ 


Arthur Todd, formerly assistant 
fashion editor of Apparel Arts, 
published by Esquire, Inc., New 
York, has joined the staff of Par- 
ents’ Institute, New York, as fash- 
ion editor of Calling All Boys. 


To Walter Wiley 


Universal Fountain Pen & Pen- 
cil Company, New York, has ap- 
pointed Walter W. Wiley Adver- 


tising, New York, to handle its 
advertising. Magazines will be 
used. 
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Design 


Phillips Petroleum 


“OODLES of compressed air are 
needed around an oil refinery for 
process work, clearing pipe lines, 
operating hoists and other pneu- 
matic equipment. 

“My idea of an air compressor 
ad that packs a wallop is one that 
gives pointed answers to such 
questions as: 1. Will ic fill our 
requirements on capacity and 
pressure, come in belt, motor and 


Engineer 


engine-driven types; 2. Will its 
unloading device effectively re- 
lease pressure on valves when 
Starting, cut off when pressure is 
up; 3. Is lubrication automatic— 
splash or force feed; 4. How 
much steam or current is needed 
to bat out 1000 cf of air at say 125 
Ib. pressure; 5. What provisions 
are made for reliability of opera- 
tion and ease of maintenance?” 


Ask For Latest Field-Call Bulletin—'W here engineers need help" 


*Mr. Miller, who is lo- 
cated at the Bartlesville 
office and looks after 
power service equipment 
at three large Phillips re- 
fineries, gets much of his 
tell-bow data from 


~ ENGINEERING | 
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Mengel to ‘Blitz’ 
Furniture Field 
with Branded Line 


$500,000 Ad Budget, 
Novel Sales Policies 
to Force Distribution 


By HAL BURNETT 


(Picture on Page 79) 

Louisville, Ky., May 1.—The 
Mengel Company this month will 
launch its long-heralded invasion 
of the consumer furniture market, 
backing its own ‘“Permanized” 
brand with a $500,000 annual ad- 
vertising budget, and setting a goal 
of $10 to $15 million in annual 
sales within three years. 

The decision to sell a branded 
furniture line direct to retailers, 


PACKAGED PROMOTION—Mary Cornwell's wash drawing of this $119 maple 
Colonial suite is typical of the retail “art that Mengel Co. will ship to de- 


partment and furniture stores with each 


suite of “Permanized" furniture leaving 


its automobile-type assembly lines. 


and to back up distribution with 
“the largest advertising appropria- 
tion in the history of furniture,” 
is a new departure for the 59- 
year-old Louisville company, al- 
ready the “world’s largest’? manu- 
facturer of hardwood products. 


Doing a volume of $25,000,000 
annually, Mengel sells almost en- 
tirely through industrial channels, 
using mass-production techniques 
to turn out such products as ply- 
wood, corrugated shipping con- 
tainers, flush doors, kitchen cab- 


traceable . . 


used or sold. 


Export Catalogs 


Comprehensive 


56 37 38 


Nearly twice the circulation . . 
page per thousand readers . 
paper More than 10,000 CCA audited copies monthly to 
conventional and promising new branches of the industry. 


Spanish, Portuguese and English editions . 
major fields .. . Industrial . 
toad building .. . Agricultural and food process- 
ing. Personally supervised distribution on the 
scene by home office representatives 


BASED UPON PRODUCING 
PROFITABLE RESULTS FOR ADVERTISERS 


Advertisers in Hitchcock publications get tangible . . 

. positive results. They get live inquiries and 
orders in profitable volume. This was true soon after the 
first Hitchcock publication was founded in 1898 and has 
been true ever since . . . because the Hitchcock organization 
is alert to the changing needs of the fields which it serves 


Machine Tool Blue Book 


CCA audited circulation of 35,000 copies monthly to all 
branches of metal working industries .. . wherever machine 
tools, metal working equipment and products are produced, 


Wood Working Digest 


. at one-half the rate per 
.. of any other woodworking 


. . World-wide in aggregate coverage 


in the three 
.. Construction and 
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HITCHCOCK 


PUBLISHING COMPANY 


$42 South Dearborn Street, Chicago 5, Illinois 
Telephone: Harrison 6040 
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inets, veneers, Flexwood, Flex- 
glass, wood packing cases, ma- 
chined wood parts for assembly 
into furniture by other manufac- 
turers, and low-priced furniture 
made ‘for such large contract buy- 
es as the mail order houses and 
chain furniture stores. 

During the war Mengel’s 18 
plants operated 100% on war work, 
turning out such military products 
as the Curtiss Caravan plywood 
transport plane, Army truck 
bodies, packing cases for aircraft 
engines, ammunition boxes, and 
tailored plywood strips for mould- 
ing into the sides of PT boats and 
Higgins-type landing craft. 


Uses Auto Techniques 


Conversion to production of fur- 
niture for marketing under a Men- 
gel brand actually marks a third 
major chapter for the wood prod- 
ucts company, which started in 
business as a wooden box manu- 
facturer the year the first Ken- 
tucky Derby was run. 

When corrugated boxes began 
to supplement wooden boxes in 
the last war, Mengel entered three 
new fields: The making of cor- 
rugated boxes, the importation and 
manufacture of mahogany and the 
supplying of plywoods and veneers 
to the furniture industry, and the 
production of automobile wood 
body parts. 

When steel supplanted wood in 
automobile bodies in the early 
30s, the company shifted its wood- 
machining facilities to the manu- 
facture of parts for furniture 
makers, eventually making fin- 
ished furniture for contract buyers. 

Mengel is banking on mass- 
production techniques and as- 
sembly - line know - how, learned 
from its automobile body expe- 
rience and the production of cheap 
contract furniture, to mass-pro- 
duce well-styled furniture in the 
medium-price line. 

Production quotas, based on 
market research by Marschalk & 
Pratt, Mengel’s advertising agency, 
will be divided as follows: 50% in 


modern styles, 25% in Colonial 
maple, and 25% in _ traditional 
mahogany. 


214 Mile Conveyor 


The ‘“Permanized” branded line 
is now under production on a com- 
pletely conveyorized assembly and 


ENGEL 
Twinn. 


finishing system approximately 2% 
miles long, which will eventually 
turn out 50 three-piece bedroom 
suites an hour. Twenty finishing 
steps, carried out on the moving 
conveyor, take 10 hours and 54 
minutes to complete. At capacity 
the assembly line will hold 10 
carloads of furniture. 

To attain maximum efficiency 
and minimum cost on the produc- 
tion line, Mengel is shooting for 
2 to 3% of the total furniture 
market, a goal that will place the 
company at least in third place 


~ 


“IT don’t go to church, Reverend, | 
*cause your sermons on WFDF Flint | 
make me feel like a sinner.” 


. ‘peas perty > 
Sie ee 


among furniture’s “big five.” 
Present leader is Kroehler Mfg. 
Company, Naperville, Ill., which 
does $20,000,000 annually, princi- 
pally in upholstered chairs. Second 
place, according to furniture in- 
dustry sources, belongs to Bassett 
Furniture Industries, Bassett, Va., 
large low-price line maker. Third 
place at present is held by Hey- 
wood-Wakefield Company, Gard- 
ner, Mass., which produces a com- 
plete line, and_ specializes in 
theater seating. Holders of fourth 
and fifth place are two North Car- 


olina manufacturers, Thomasville 
Chair Company and Drexel Fur- 
niture Company. The latter spe- 
cializes in traditional styles dis- 
tributed through exclusive depart- 
ment store franchises. All do more 
than $5,000,000 annually in fur- 
niture. 


To ‘Fair Trade’ Line 


To crash the “big time” in fur- 
niture sales, Mengel has planned 
an integrated merchandising and 
advertising program as modern as 
its mass-assembly techniques. 


Two-thirds of the $500,000 ad- 
vertising program will go into 
full-color pages in American 
Home, Better Homes & Gardens, 
House Beautiful, Ladies’ Home 
Journal, and The Saturday Eve- 
ning Post (AA, April 8). A sub- 
stantial sum is scheduled for fur- 
niture trade publications, while 
more than $50,000 will go into 
color photography “sets,” painted 
art work for national magazines 
and special wash drawings for re- 
tail ads. No cooperative advertis- 
ing allowance will be made to re- 
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tailers. 

The entire line will be sold 
under “fair trade’ agreements, 
where legal, with retail prices 
based on the usual 100% markup 


on cost ranging from $119 to $289 


Winning women readers... 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway New York 19 


Photographic Illustrations by 


gre 


Mean Quality Story Telling 


Motion Pictures and Slide Films by 


gun 


Mean Quality Story Telling 


SARRA, INC. New York .. 


. Chicago de - Hollywood 
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for three-piece bedroom suites. 
Dealers will be selected on what 
Mengel terms a “selective distri- 
bution” pattern. The company will 
neither grant exclusive franchises 
nor sell to every accredited dealer 
in a market. All sales will be di- 
ii rect from company to dealer. At 
: present Mengel plans to ship all 
completed suites direct from the 
Louisville factory to retailers with 
no intermediate warehouses or 
wholesalers. 


In return for inclusion in Men- 
gel’s “selected” dealer list, dealers 
will be expected to feature Mengel 
|Permanized furniture and to sell 
‘accepted annual quotas; to sell at 
or above minimum resale prices 
|established by Mengel, and to sell 
‘the product as ‘“Mengel” furni- 
|ture, without removing the Mengel 
brand. 

Goal of Mengel advertising is 
to force distribution by establish- 
ing consumer demand for the 


Permanized brand. The “Mengel 
Man” trademark will be featured 
in a plastic button centered in the 
top drawer of each chest or vanity. 
Long-range hope is that consumers 
will point to the trademark with 
the same pride that they do to 
the radiator front of a Packard or 
Buick. 

To insure adequate retail dis- 
play and brand - identification, 
Mengel plans to supply franchised 
dealers with large “dream-room” 


)) 


IT’S THE WOMAN 
WHO HOLDS THE 


PURSE STRINGS 


MUST BE SOLD.. 


. THE WOMAN 


With the greatest home de- 
livered daily city circulation in 
Northern California since 1939, 
The Tribune is the logical 


background sets of plywood which 
display the manufacturer’s name 
prominently. 

Counter to usual furniture dis- 


tribution practice, Mengel sales- | 


niture and a piece of ordinary fur- 
niture in water tanks 50 times a 
day. In a four months’ pilot test 
at the plant six “ordinary” cab- 
inets collapsed while a Mengel 
sample survived 6,894 dunkings. 
Last week Mengel invited 30 
women’s magazine, department 
store and- furniture trade publica- 
tion editors to Louisville to pre- 
view the branded furniture line 
and to survey production and 
merchandising programs. Consen- 
sus of the editors was that Mengel 
| would achieve President Alvin A. 
'Voit’s expressed goal, to become 
the “General Motors” of furniture. 


men will sell only the one line, Mactadden to Publish 


and will be paid under a compen- 


to devote a large share of their | 
time to aiding dealers in local pro- 
motion and merchandising work. 
Later they will conduct classes to 
train dealers’ salesmen in selling 
special features of the line. 


One of the most interesting 
merchandising aids is a unique 
“dunking” machine which im- 


merses a piece of Permanized fur- 


sation plan that will permit them | 


Two Papers in Australia 


Macfadden Publications, which 
published magazines in half a 
dozen languages before the war, 
with a combined circulation of 
more than 70,000,000 annually, 
will publish Photoplay and True 
Story in Australia, to sell for one 
shilling. Initial print orders are 
for 70,000 for True Story, and 55,- 
000 for Photoplay. Both publica- 
tions will carry advertising, and 
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60 advertisers have already con- 
tracted for space, using both. 
Advertising in eight Australian 
newspapers and over 14 radio sta- 
tions will promote the magazines. 
Plans are under way for the early 
renewal of many of its former for- 
eign editions, Macfadden reports. 


Elects McCarthy V.P. 


Leo McCarthy, advertising and 
promotion manager of E. T. Wright 
& Co., Rockland, Mass., has been 
elected vice-president of the com- 
pany. He will continue to direct 
the advertising and promotion ac- 
tivities of Wright Arch Preserver 
shoes for men. 


Prints Membership Data 


The Canadian Advertising and 
Sales Federation, Toronto, is issu- 
ing a 36-page handbook giving 
complete information about mem- 
ber clubs throughout Canada. 


Frigid Foods to Gelula 


Frigid Foods, Inc., Philadelphia, 
has appointed Abner J. Gelula & 
Associates, Philadelphia, to handle 
its advertising and public rela- 
tions. 


Ls oe 
Sie 
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Gentlemen, take a note... 


newspaper medium to send your message into the home where the 


woman can read it. 


69.7% of The Tribune’s total daily circulation is home delivered 
in the city and retail trading zones, the most effective and most 


productive circulation. 


97.4% of The Tribune total daily circulation is concentrated in 
the city and 37-mile retail trading zones. 


TOTAL NET PAID CIRCULATION 


pay 143,262 sunoay 147,210 


4.B.C. Publisher’s Statement, Sept. 30, 1945 


Re you sound off on “today’s woman,” 
read her special magazine — Today’s 
Woman. Don’t confuse her — or it — with 
anything that’s gone before. Today’s Woman 
is unique — the only service magazine edited 
particularly fer smart, yo women. And 
they appreciate it — over 700,000 buy each 
issue. No wonder — im recent issues readers 
found these five-star favorite writers: 
*® Clare Boothe Luce 
* Sophie Kerr 
%* Franklin P. Adams’ 
- * Dorothy Canfield Fisher 
ae ‘*& Margaret Case Harriman 
. * Nina Wilcox Putnam 
” % Sophie Tucker 


ww Marjorie Kinnan Rawlings . 
w% Adela Rogers St. Johns : 
w& Sigmund Spaeth 
%& Wilbur Daniel Steele 
® Princess Alexandra Kropotkin 
® Austine Cassini (first-hand writing 
about Margaret Truman) 
Moreover, the April issue features a greatly 
expanded department, “Today's. Woman At 
Home”’ — 21 pages in glowing color, featuri 
Fashion, Decorating, Beauty, and Food — a 
pared especially for the smart young woman. 
The issue also carries a complete novel by 
Cornell Woolrich, plus 8 short stories, and 16 
long and short features. Today’s Woman coste 
twenty-five cents. 


Ilys Nima 


BVSOCIATED 


. PwOTO.., UmITEO Feiss 


WILLIAMS, LAWRENCE & CRESMER CO; : 
Representatives Including Sunday Magazine Section 

ics) METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


Collins 
Miller and 


Hutchings 


207 NORTH MICHIGAN AVENUE 
CHICAGO I, ILLINOIS 


THE YOUNG WOMAN’S SERVICE MAGAZINE 


Fawcett Publications, inc., 295 Madison Ave., New York 17, N.Y. 
World's Largest Publishers of Monthly Magazines 
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McCann Moves Plummer 


W. B. Plummer, with the Buenos 
Aires staff of McCann-Erickson, 
Inc., has been transferred to Mon- 
tevideo, Uruguay, where he will 
be resident representative in that 
country. 


Joins Western Air Lines 


E. D. McGlone, 
sociated with United Air Lines, 


| Chicago, has been named assistant 


advertising manager of Western 
Air Lines, with headquarters in 
Los Angeles. 


formerly as-_ 


|sterilizing temperatures was 


Sales Affiliates Elects 


Dr. Ralph L. Evans, formerly 
executive vice-president, has been 
elected president and treasurer of 
Sales Affiliates, Inc., New York, 
distributor of beauty products. 
C. E. Chamberlain was elected 
vice-president, and Stanley H. 
— secretary and general coun- 
sel. 


Introduces Water Heater 


A new gas hot-water heater 
capable of furnishing water at 
in- 
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troduced recently by the A. O.|medical offices, beauty parlors and 
Smith Company, Milwaukee. Made other locations where sterilization 
with a patented thermostatic con-|is required. Measurements are: 
trol, the new heater is recom-|Height, three and one-half feet; 
mended principally for restaurants, !diameter, 20 inches. 
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ARE EFFECTIVE 


_ HARRY E. BURKE STUDIO © ] 


| CALL SUPERIOR 5994 


230 EAST OHIO ST. CHICAGO, ILL. 11 


FULL SUPPORT — Hard - pressed OPA | 
gets welcome support frem Kaufman 
Straus, Louisville department store, 
which ran this full-page newspaper ad 
in support of OPA, “without crippling 
amendments," on April 28. 


Building Material 
Firms Will Expand 
Output 25%-40% 


New York, May 1.—Leading 
companies in the building mate- 
rials field are set to go on a 1946-47 
construction program of $33 bil- 
lion, which will boost output of 
many key materials by 25% to 
40%, according to the New York 
Journal of Commerce. 

Manufacturers told the Journal 
that this program will be possible 
only if OPA gives the industry | 
additional price increases, and one | 
executive of a leading company | 
warned that “subsidies alone never | 
can solve the problem of bringing | 
building materials output to the | 
maximum level needed for the | 
construction program.” 

The Journal recently completed | 
a survey of major building e- 
rials manufacturers, including | 
Johns - Manville Corporation, | 
United States Plywood Corpora-' 
tion, National Gypsum Company, | 
Ruberoid Company, Celotex Cor- 
poration, Masonite Corporation, 
Flintkote Company and the South- 
west Building Products Company, 
Dallas subsidiary of Certain-teed 
Products Corporation. 

Building materials slated for ex- 
tensive production increases under 
present major company plans in- 
clude insulation board, gypsum 
board and lath, plywood, asphalt 
roofing and siding, asbestos roof- 
ing, board and_ shingles, and 
acoustical insulation products. 
Manufacturers will place great 
emphasis on research, and the 
trend in the development of new 
products, according to the Journal, 
will be towards production of low- 
cost materials designed for small 
homes, tying in with the govern- 
ment’s veterans’ housing plans. 
The paper also reports a definite 
trend toward specialization of 
lines, even among the largest pro- 
ducers. 


WORLD'S STR 


* This speedy development 
opens new horizons for Diesel 
products and to top pur- 
chasers in the Diesel field. 


Edited and Published by REX W. WADMAN 


2 WEST 45TH ST NEW YORK 19, NW. Y 


ONGEST 


the 1946 Meee 


cnaannenpenorencnene 


SOUTHERN HARDWARE, with circulation among retail hard- 
ware outlets almost double that of any Northern publication coming 
into the South, is the only means of thoroughly covering the im- 
portant Southern hardware market. No other medium offers the 
prestige and influence enjoyed by SOUTHERN HARDWARE. It’s 
a dominant factor in its field, effectively carrying your sales story to 
the hardware wholesalers and reaching the large majority of worth- 
while retail hardware and farm equipment outlets in both large and 
small cities and towns throughout the sixteen Southern states. 

SOUTHERN HARDWARE with its outstanding readership 
and penetration is the right tool for a complete selling job in the 
Southern hardware trade. 


Ss p 


OUTHERN HARDWARE 


W.R.C. Smith Publishing Co., Grant Bldg., Atlanta 3, Ga. 
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Leading Food 
Manufacturer Wants 


ADVERTISING 
DIRECTOR 


Position offers excellent op- 
portunity to top notch man to 
take over well established de- 
partment and enjoy benefits of 
postwar expansion of company. 
Brands lead in field with ad- 
vertising budget in excess of 
1% million. Should be young 
but thoroughly seasoned, 
with substantial experience in 
the direction of advertising and 
sales promotion of packaged 
grocery products. Sound mer- 
chandising background essen- 
tial. Research minded. Age 
36 to 42. Salary commensurate 
with responsibility of position. 
Accompany resume of business 
experience with letter develop- 
ing special qualifications. 

Box 6487, Advertising Age 
330 W. 42nd Street 
New York 18, N. Y. 


—_ 


wanted,” 


and spaces per line; light bodyface 
lines. Terms cash with order. 


The Advertising Market Place — 


The rates for this department are as follows: 
“Representatives Wanted,” 
50 cents a line, minimum charge §2. 


“Help Wanted,” “Positions 
and “Representatives Available,” 
Figure bold face heads 25 letters 
34 per line. Box numbers add two 


Forms close Monday noon preceding 


publication date. Display advertisements take card rates. 


POSITIONS WANTED 


PUBLIC RELATIONS ASSISTANT 
Former Educational Leader 34, de- 
veloped effective public relations for 
teachers’ associations now available 
to industry. Strong in publicity, edi- 
torials, surveys, forums. Heavy So- 
cial Science background, Industrial 
experience. 8th AF and ATC PRO. 
Now in New York. 

Box 8176, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


EX-NAVAL INTELLIGENCE _ 
OFFICER 


Twenty-four, married, college grad- 
uate wants foothold in advertising. 
Can write, work hard, think accu- 
rately get things done quickly. 
Box 8180, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
TWENTY YEARS _ EDITORIAL, 
MARKET ANALYSIS, SALES 
MOTION AND SPACE SALES EX- 
PERIENCE WITH INDUSTRIAL 
PUBLICATIONS. PAST TEN YEARS 
AS ADVERTISING SALESMAN. 
WELL ACQUAINTED IN _MID- 
WESTERN TERRITORY WHERE 
NOW_EMPLOYED. LOCATION CHI- 
SAge.. MECHANICAL ENGINEER. 


Box 8182, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


try to second-guess on the work of 
our several agencies. In 15 years 
here I’ve earned my salt solely be- 
cause of the soundness of my con- 
structive suggestions and original 
creative work. This includes copy, 
layout, packages, promotional mate- 
rial, whole campaigns. Because of 
the size and scope of our operations 
and because of the unique job I hold 
here my story may be interesting to 
you. It’s readily checked with any 
of several able men we’ve lost to 
other companies. 


Box 8179, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SAN FRANCISCO TERRITORY 


Space salesman, 20 years experience 
with Publishers, Publishers Repre- 
sentatives, Chicago, Mid-West ter- 
ritory, routined in all types Pub- 
lications, Newspaper Merchandising 
Service, planning locating San Fran- 
cisco. Former navy officer, college 
trained, single. Available for Chi- 
cago interview until May 18th. 

Box 8178, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


LARGEST MApy. 


fs 


THE MACON 


THE 
_ THE 


MACOW 


Macon alone is a metropolitan market of over 100,000 
(county 101,800, retail sales, $51,514,000). But that’s just 
the beginning. The Macon area swells the market to almost 
370,000. Population 367,200, retail sales $106,479,000. The 
Macon papers deliver 44% family coverage in the 22 


Er 


ONLY THE MACON 
NEWSPAPERS COVER 


TRADING AREA 


NEWS and 
TELEGRAPH | 


counties—the lowest county 10%, the highest 112.8%. You 
don’t need better coverage. No other paper and no other 
combination of many papers approaches this coverage. Don’t 


overlook Macon—one of the nation’s 60 largest markets. 


Represented by BURKE, KUIPERS & MAHONEY, INC. 


POSITIONS WANTED 


Advertising Age, May 6, 1946 


HELP WANTED 


Advertising Executive Salesman 
Long years experience publishers as- 
sistant, national, local manager, na- 
tional publishers representative. 
Large, small dailies, farm papers, 
business paper. Salary-commission. 
P. O. Box 470, Huntington, Indiana 


ACCOUNT EXECUTIVE 
With well-known New York agency 
desires new connection (New York 
or Los Angeles preferred) where 
initiative, promotiona] ability and 
innate “sales sense” can be used to 
maximum advantage to get new ac- 
counts and keep old ones Satisfied. 
Thorough knowledge agency pro- 
cedure, production, customer rela- 
tions. Strong on industrial advertis- 
ing, ideas, copy angles. Not inter- 
ested in excuses or promises; inter- 
ested only in good advertising, good 
accounts, good salary—and an op- 
portunity to talk it over with you. 
BOX 8138, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Commercial Artist wants additional 
free-lance artwork. Full of ideas, 
good letterer, layout man, cartoon- 
ist. State needs. Allan K. Jensen, 
Audubon 1, Iowa. 


EXPERIENCED 
PRODUCTION GIRL 
Young Lady, Ex-Wave Lieutenant, 
wants position as Assistant Produc- 
tion Man. Small agency preferred. 
QUALIFICATIONS 
*Two years advertising experience 
(copy and production) in large 
loop department store. 
*31%4 years service (Wave Lieuten- 
ant, communications). 


*College graduate (Smith 1941). 
Used to long hours and hard work. 
Chicago agency only. 

Box 8183, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


ADV. SALES REPRESENTATIVE 
Selling National Advertisers in New 
York-New Jersey desires additional 
lines. Mfr. of porcelain enamel, wire, 
metal, plastic, glass, signs displays, 
ete. will find this an excellent op- 
portunity for alert representation. 
Principals only. 

Box 8175, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
RADE-PAPER REPRESENTATIVE 
Established one-man office New York 
City, interested adding another pub- 
lication. Straight commission. 

Box 8127, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


HELP WANTED 
PERSONALIZED SERVICE 
Career Counselors 


Mer., Adv. Ns Said kok 6g. 80.9 30,000 
Mear., Mfgr. Plant Mchry...... 25,00 
Copywriter, Agcy-Foods .... 15,000 
Copyw., Agcy., Genl. Exp..... 10,000 
Copywriter Agcy, Consum.... 7,500 
Copywriter, Refrigeration ,000 
Sales Mgr., Small Tools...... 0,000 


Sales Mer., Pkg. Foods...... 8,500 
Sales Prom. Megr., Bldg. Matl. 10,000 
Sales Prom. Mgr., Home Appli. 4+ 


Adv. Mgr., Women’s Wear.... 7,500 
Adv. Mger., Men’s Wear....... ,500 
Adv. Mgr., Millinery......... 7,500 
Adv. Mgr., Industrial......... 6,000 
Adv. Mgr., Electrical......... 6,000 
Adv. Mer., Publishers........ 6,000 
Adv. Mer., Trade Paper...... ,000 
Publicity Man, Pub. Relations 5,200 
Publ, Man, Home Appli....... ,500 
Prod. Mgr., Home Appliance.. 4,800 
Editor, Trade Papers........ ,000 
Cir. Mgr., Trade Papers...... 4,800 
Display Man, Creative........ ,500 


Window Trimmers, Retail.... 4,000 
Market Research, Adv. Agcy. 
Veterans, To Train, Adv..... 

THE HONES COMPANY 
14 E, Jackson Blvd., Suite 1515, Chgo. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Opportunity for young secretary with 
advertising agency experience to be- 
come circulation head of rapidly ex- 
panding radio publication. 
Zinser Personnel Service 
79 W. Monroe St., Chicago, Ill. 


ARTIST—One of the South’s leading 
agencies, possessing a reputation for 
doing outstanding work for every 
client, needs an excellent general 
artist. Congenial associates, a good 
city to live in, and a future that’s 
just about anything you want to 
make it. The man we want must be 
an excellent general artist—good on 
figures—strong on layout—capable 
of becoming Art Director. He must 
have executive ability. He must 
know how to do things himself and 
how to get things done. He must 
have a pleasing personality, and the 
ability to get along with people. So- 
called “temperament” has no place 
in this organization. Write fully. 
giving experience, salary expected 
and state when you will be avail- 
able. If you can interest us, we'll 
wire for samples. Do not send 
samples with first letter. 
Box 8171, ADVERTISING AGE 
100 E. Ohio St., Chicage 11, Il. 


Advertising Copywriter—Preferably 
a young man of “copy ideas” with 
an engineering background, with 
two or more years of industrial ad- 
vertising experience. This person is 
for the advertising department of an 
industrial manufacturer located in 
Detroit, having a national distribu- 
tion. To this man we offer security 
and permanency with a good income. 


Write, Box 8174, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, TIl., 
stating qualifications and enclosing 
samples. , 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 


209 S. State St., Har. 2063, Chicago 


YOUNG MAN OR WOMAN 
Preferably journalism graduate with 
at least one year’s practical expe- 
rience and knowledge of weekly 
field for interesting editorial and 
sales promotion job. Good oppor- 
tunity for advancement. 

Box 8172, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


LAYOUT ARTIST 
Type visualizer with 
mail order, retail or 
agency experience. 
Must have exceptional 
creative ability. Ex- 
cellent opportunity. 
State age, experience, 
salary. 
Box 8173, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


Advertising Space Salesmen is there 
a NATIONAL VETERAN NEWS rep- 
resentative in your territory? Local 
and state franchises available. Old 
established corporation with a new 
title “NATIONAL VETERANS 
NEWS.” Write: 
NAVY, Ine. 
Navy News Bldg., 624 W. Ocean View 
Ave., Norfolk 3, Va. 


From One Copywriter 
to Another 


You are out there somewhere 
and we want you with us. In 
some quiet eddy of the cre- 
ative advertising field you 
have been writing fine copy 
for a decade or so. Your 
natural zeal for advancement 
(meaning money) has been 
tempered by the sober real- 
ization that "all that glitters 
is not gold." You habitually 
out-think both account execu- 
tive and client on what is the 
right advertising for the pur- 
pose. You can deal expertly 
with radio commercials as 
well as publication copy. You 
accept industrial or trade 
paper copy assignments with 
the same enthusiasm as for a 
campaign in Life or Ladies 
Home Journal. You are thus 
mature, facile, modest. You're 
probably married and have 
kids in pinafores. For some 
reason we can't at the mo- 
ment divine, you are ready 
to change jobs. Write us, 
telling all about yourself. 
Samples later, perhaps. 


Box 6488, Advertising Age 
100 E. Ohio Street, 
Chicago II, Ill. 


ADVERTISING MANAGER 


Manufacturer of major item sold in hard- 
ware and outdoor fields wants fully ex- 
perienced advertising man. Give complete 
details of past advertising and merchan- 
dising experience. 
Box 6485 
ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


ACCOUNT EXECUTIVE 


The man we are looking for is a proven 
business getter because of his all-around 
agency experience. Our organization is a 
small, well-financed compact unit with a 
lot of steam. Right man can earn well. 
Give complete details. 
Box 6484 
ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


SPACE SALESMAN 
AVAILABLE 


Seven years successful advertising space 
selling. Thirty years old. Interested in 
selling space in trade journal in Eastern 
territory. Now employed at good salary. 
BOX 6481, ADVERTISING AGE 
330 West 42nd Street 
New York 18, N. Y. 
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pre < 
Armed Forces 


J. M. Cottingham Jr. (Navy) 
has joined Fuller & Smith & Ross 
in New York, as account execu- 
tive. Lars Ekwurzel (Army) has 
joined the creative staff in New 
York. 

Capt. Ralston Lewis (Army) has 
joined Lewis & Gilman, Philadel- 
phia agency. 

Maj. Victor LeMay (Army) was 
recently named director of adver- 
tising for Mid-Continent Supply 
Company, Fort Worth, Tex. 

Norman L. Cotton (Army) has 
joined Rhoades & . Davis, San 
Francisco, as copy executive. 

Capt. J. Will Irwin (Army) has 
returned to the Purse Company, 
Chattanooga, Tenn., agency, as ac- 
count executive. 

George Jorgensen (Navy) has 
joined Erwin, Wasey & Co., Chi- 
cago. 

Capt. Horace A. Sutton (Army) 
has joined Theodoro Advertising 
Service, national representative of 
the New York Post and Bronx 
Home News. 

Comdr. Lincoln Maythem 
(Navy) was recently named a di- 
rector, vice-president and general 
manager of the Queen Anne Candy 
Company, Hammond, Ind. 

Vilar F. Kelly and Lewis M. 
Robbins, both recently discharged 
from the armed forces, have joined 
the advertising sales staff of the 
Wall Street Journal. 

Leon Greenfield (Army) has re- 
sumed his position as art director 
of Harry Fiegenbaum Advertising 
Agency, Philadelphia. Erwin Ros- 
ner (Army) has rejoined the radio 
copy department. 

Capt. Hugh L. King (Marine 
Corps) has been appointed field 
sales manager of the Red Star 
Yeast & Products Company, Mil- 
waukee. 

Lt. Col. Robert G. Duffield 
(Army) has been named manager 
of Station WOWO, Fort Wayne, 
Ind., relieving Paul E. Mills, war- 
time manager of WOWO, who re- 
turns to the post of sales man- 
ager. 

Lt. Col. W. J. Fuchs (Army) has 
returned to Anfenger Advertising 


Extra Good 


COPY MAN 


for hire in L. A. 


Fast. Practical. Sixteen years copy, 


contact. Leading agencies. Large 
accounts. Chicago, Detroit. Food 
products, beverages, packaged 


goods, automotive, building prod- 
ucts, household appliances, insur- 
ance and more, Printed and radio. 
Plans. Presentations. Merchan- 
dising. Now on West Coast. Good 
writer. Good ad man. Good buy 
for Los Angeles agency at $12,000. 


Box 6483, Advertising Age 
160 E. Ohio St., Chicago 11, Ill. 


...+ WANTED .... 
AN EXTRA-GOOD 
WOMAN 
COPYWRITER 


Should have proved facility in writing 

with (preferably) both department 

store and agency advertising training. 

Must be accurate; analytical; able to 

censor her own work. 

If she knows type and can make rough 

visuals, we'd welcome that equipment, 

too. 

Salary: $5720 annually to start; un- 

limited opportunity for responsibility 

and advancement. 

Address, in confidence with complete 
outline: 


6486 ADVERTISING AGE 
330 W. 42nd Street 
New York 18, New York 
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Agency, St. Louis, as account ex- 
ecutive. 

Lt. Charles Harding II recently 
joined the Buchanan-Thomas Ad- 
vertising Company, Omaha. 

Allen G. Bishop (Army) was re- 
cently named advertising and sales 
promotion manager of the Puritan 
Company of America, Chicago, 
maker of ReaLemon lemon juice. 

Lt. Col. Victor E. Lewis (AAF) 
has joined the staff of Craftsmen’s 
Guild, Hollywood, maker of photo- 
graphic equipment. He will be in 
charge of advertising and sales 
promotion. 

Robert E. Laffin (Army) was re- 
cently named advertising and 
sales promotion manager of the 
Standard Gas Equipment Corpo- 
ration in Baltimore. 

Vernon R. Ewing (Navy) has 
joined Curt Freiberger & Co., 
Denver agency. 

Cant. Robert L. Stickley has 


been named advertising and sales 
promotion manager of the Progres- 
sive Welder Company, Detroit. 

Capt. William M. Cagney (AAF) 
has joined the Detroit sales staff 
of the Crowell-Collier Publishing 
Company. 

Richard Alexander and Tom 
Kane (Army) have returned to the 
sales promotion department of the 
Kroger Company, Cincinnati. 

Lt. Burns W. Lee (Marine 
Corps) has been named to the 
new post of public relations man- 
ager of the United-Rexall Drug 
Company, Los Angeles. 

Ed Wolff & Associates, Roches- 
ter, N. Y., agency, has added the 
following veterans to its staff to 
service new accounts: Richard W. 
Kinney and Richard O. Byers 
(Navy), and Fred E. Weider and 
Robert L. Criddle (Army). 

Lt. David W. Goldman (Army) 


has returned to Goldman & Gross, 
Chicago agency. 

Maj. John S. Schulte (Army) 
has been elected vice-president 
and a director of Park & Tilford, 
Inc., New York. He will also be 
vice-president and treasurer of 
the operating subsidiary for All- 
fabric Tintex tints and dyes and 
P&T perfumes and cosmetics, and 
vice-president and director of the 
operating subsidiaries in the wine 
and spirits field. 

John G. Escher (Navy), editor of 
Young America, has been elected 
vice-president of the Eton Pub- 
lishing Corporation, which pub- 
lishes the magazine. 

Capt. Kenneth A. Westervelt 
(Army) has joined Geyer, Cornell 
& Newell as an assistant account 
executive in the Detroit office. He 
will work on the Kelvinator ac- 
count. 

Lt. Col. Harvey M. Bond (Army 


and UNRRA) has joined Helbros 
Watch Company, New York, as 
advertising and sales promotion 
manager, 

Harold C. McCollom Jr. (Army) 
has joined Kastor, Farrell, Ches- 


Walter Lowen 


PLACEMENT AGENCY 
. 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 
Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the employer. 
420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 
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ley & Clifford, New York, as an| joined the eastern advertising staff 


account executive. 

Ensign Robert Rosenberger 
(Navy) has joined the production 
department of Walter M. 
fager Company, New York. 

Alfred S. Chambers (Army) has 


America, Long Island City, N. Y., 
as advertising manager. 


Capt. Seth D. Tobias (Army) 
has rejoined H. W. Fairfax Ad- 
vertising Agency, New York, as 


account executive. 

Lt. Robert H. Dingwall (Navy) | 
has returned to Charles W. Hoyt 
Company, New York, as assistant 
in the media department. 

Lt. Col. Charles F. McReynolds’ 
(AAF) has returned to the Mc- 
Graw-Hill Publishing Company as | 
Pacific Coast manager of Air) 
Transport, Aviation and Aviation | 
News. 

Comdr. Richard Werner (Navy) 
has rejoined the research depart- 
ment of the Kudner Agency, New 
York. 

Capt. Oscar J. Milnor Jr. (Army) 
has joined Henry L. Davis Com- 
pany, New York agency, as pro- 
duction manager. 

Joseph E. Conklin (Army) has 


Swert- | len 


| been 


of Liberty. 
Lt. 


Advertising Agency, 
York, as an account executive. 


of West Coast operations. 


Nutrition Foundation 
Grants Total $176,700 


The Nutrition Foundation, 
York, has authorized $176,700 in 
research grants, 14 new and nine 
renewal grants. Armour 
California Fruit Growers 
change, Kellogg Company and 
Procter & Gamble Company have 
elected members of the 
foundation. 


Appoints Butkiewicz 

Harry C. Butkiewicz has been 
appointed national sales manager 
of American Installment Credit 
Corporation, New York. He was 
sales manager for 14 years of Uni- 
versal Credit Company and during 
the war worked for the RFC. 


Comdr. Brenton Brown 
(Navy) has joined Mihic & Smal-| 
New | ; 
|they will become members of a 
Maj. Ted Steele (AAF) has re-|reader panel to establish data on 
joined the Insuline Corporation of turned to Benton & Bowles, Holly-|buying habits, product use and 


, ic anda eee : har father-son readership. 
wood, as vice-prenewn in ¢ arge | sultant material will be available 


| Fawcett 


‘the panel for use in determining 


New | 


& Co.,|sales 
Ex-|R. H. White, Boston department 


Reader Panel Planned 


The research department of 
Publications is asking 
readers of Mechanix Illustrated if 


The re- 
to advertisers and agencies, as will 


brand usage and product prefer- 
ence in the home and workshop. 


Rybeck to I. I. Fox 


Maurice W. Rybeck, former 
and publicity director of 


store, and previously advertising | 
manager of Bloomingdale’s, New 
York department store, has been 
named director of advertising and 
sales promotion of I. J. Fox, New 


York furrier. 


Appoints Walter Elly 


Production Equipment, Chicago, 
has appointed Walter C. Elly, Inc., 
New York, as its eastern advertis- 
ing representative for New York 
and New England states. 


For more sales power... 


Outdoor Life 


Prat choice of discriminating sportemen 
THE MOST POWERFUL MAGAZINE ...IN A 4 BILLION DOLLAR MARKET 


$200 Million 


Advertising Age, May 6, 1946 


CONGRATULATIONS—Harley B. Lewis, Home Products International, outgoing 
president of Export Advertising Association, congratulates J. B. Powers, Joshua B. 


Powers, Inc., the new president. From 


left to right. William J. Reilly, inter- 


national division, RCA Victor, vice-president of EAA; Mr. Lewis; Mr. Powers, 
and Walter R. Bickford, Export Trade and Shipper, EAA secretary. 


Export Admen See 


= ~ J a 
Billing in “46 

New York, April 30.—Envisag- 
ing an export advertising billing 
of $200,000,000 during the coming 
year, the Export Advertising Asso- 
ciation last week elected new offi- 
cers and was told that its mem- | 
bers had placed 1,302 veterans in| 
advertising and allied jobs during 
1945. 

New officers of the export group 
are J. B. Powers, Joshua B. 
Powers, Inc., president; William J. 
Reilly, advertising manager, inter- 
national division, RCA-Victor di- 
vision, Radio Corporation of 
America, vice-president; Arthur A. 
Kron, executive vice-president and 
treasurer, Gotham Advertising 
Company, treasurer; and Walter R. 
Bickford, editor, Export Trade and 
Shipper, secretary. 

Elected for three-year terms as 
directors were Walter B. Sauer, 
export advertising manager, Schen- 
ley International Corporation; 
Frederick Fleischman Jr., man- 
ager of sales promotion and ad- 
vertising, Westinghouse Electric 
International, and Paul R. Krum- 
ing, president, National Export 


Advertising Service. 


\Spalding Starts Cartoon 


Series in Newspapers 


A. G. Spalding & Bros., New 
York, sporting goods store, starts 
its third series of “Spalding Sports 
Show” cartoon ads in newspapers 
coast-to-coast this week. Promo- 
tion for the campaign will appear 
in double spreads in color in sports 
and sporting goods dealer maga- 
zines and youth publications, in- 
cluding an offer of a Spalding 
Sports Show Book of the ads at 
the close of the campaign. Agency 
is Hanly, Hicks & Montgomery, 
New York. 


McCandless Appointed 


Charles F. McCandless, former 
manager of the research depart- 
ment of the Kudner Agency and 
of J. D. Tarcher & Co., New York, 
has been named assistant director 
of the Inter-American Research 
Service, New York, supervising 
the application of U. S. marketing 
research techniques to the com- 
pany’s South and Central Ameri- 
can business studies. 


Graybar Names Morrison 


Kenneth G. Morrison, recently 
on leave of absence from Graybar 
Electric Company, New York, to 
serve on the Manhattan war re- 
search project at the University 
of California, has been named as- 
sistant radio sales manager of 
Graybar. 


Schedule Ohio Select 
action! 


CHICAGO 
CLEVELAND 


GET MORE 
GET-UP « GO 


They buy in a jiffy when you sell through the 
paper they read, near the store they patronize. 


List NOW for quick 


ONE ORDER! 
ONE CHECK! 


For Further Information 
Write, Wire or Phone. 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 
PUBLISHERS' REPRESENTATIVE 


NEW YORK 
~ COLUMBUS 
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| annually in billings, Para-Ti, their|the pageant’s local and national 
first account announced last week, | publicity and advertising is also 
will bill $750,000. Other accounts | guaranteed. 

(in addition to Burry Biscuit Com-|_ The participating companies are: 
pany, of which Ramsdell is a di- |The F. L. Jacobs Company, De- 
rector) which insiders expect the | Toit, manufacturer of Launderall, 


Schenley Distillers emphatically | Diamond Match Company ad (AA, jautomatic home laundry; F. W.| Bae A 
denies reports, which apparently|April 15), which was "sel to pelt og A to .~ rte Bur | Fitch Company, Des ieee: Cata- ESE 
— bs ee space |coincide with the decision in the oi Garam. a, re lg Ra a Ferg | cea N a's ne s 
salesmen, that it is canceling all|government’s anti-trust suit “| Po sere ons Com- “ 
advertising, effective in May. othe canine the international match wrens Corporation, New ‘Tork. ee > hed sesenye Del., processor ] oe eum ao tes 
reports probably derived from the|cartel. Although copy was placed ae os of Svergiaze Anish for fabrics. OPINION TROPHY 
fact, Schenley says, that it is can-|by BBDO, the ad was planned, $25,000 ‘Miss America IN ITS aon tilnien we 
cone a few newspapers from its|prepared and even partly sched- Scholarship Award Two Join Livingston FIELD Public Sihettane Ooeapem: 
ists. oe Ua a a Pang — Four national organizations will) C. M. Young and John Harjes,| | Delivering or ee 
Saiiiedibeh aiiiaiia public relations irm. at 38|be given exclusive rights in their | formerly associated with Hill Ad-| | the largest American Public 
nstitutional advertising on a|more, Selvage & Lee is not at all|respective fields to use the name|vertising, have joined the New| NetPaidABC Relations Ass'n 
) national scale — beginning with|reticent about taking the credit. | and photographs of winners in the | York staff of Leon Livingston Ad- Circulation of 
ing selected business papers and finally * * « “Miss America 1946” pageant in| vertising Agency as account ex- any Financial : 
B. embracing full pages in The Satur- Arthur W. Ramsdell and Wesley Atlantic City this year as a result} ecutive and assistant account exec- Weekly 
eg ; we ’ ; Pree cay ie Peete : 
rs, aaa came md pomag: amend J. Combs are telling admen that Sls ctaed ton ee Glues a ueThe ‘aaa ae moved its New FINANCIAL WORLD “How Good Aer Your 
ers Cooperative Association, Kan- pore gad a — Inc., has dorsement of their products by the | York office to larger quarters at 86 Trinity Place,N.Y.6 Public Relations” 
as sag Clty, wo the newly-formed Chi- star with more than $2,000,000| winners, and a tie-in with all of!37 Wall St. 
n cago group, National Cooperatives, 
Cooperative League, etc. 
Pamphlets were fine in their | 
New day, says the lead editorial in a/| 
oo / recent issue of “The Cooperative. 
pers Consumer,”’ but such a progressive 
mo- | idea as consumer cooperation | 
bear _ should not ‘be spread only “by | 
orts _ methods common when Ben) 
aga- i Franklin had a printing press.” | 
in- Already, it points out, the CCA) 
jing =~ and other regional wholesales are. 
. z | employing institutional advertis-| 
ery, ‘ ing. * e 
Architectural Forum is not only | 
_ not accepting subscriptions from| 
| anyone but architects, engineers or | 
mer realty managers; it is trying io in-| 
art- duce present “non-professional” | 
and subscribers to cancel. The method | 
ork, used is a letter, asking these “non- 
ctor ; Pe : 
arch professional” subscribers if they | 
sing wouldn’t like to withdraw their | 
ting subscriptions, accept a proportion-| 
om- ate refund, and “relinquish your | 
eri- | place in favor of one of the appli-| 
, cants on our waiting list who) 
really needs the Forum in his} 
son work.” 
j a * * 
ntly ' sie . | 
ybar ] The April issue of the American | 
, to | Fair Trade Council house organ | 
re- blasts away with a center spread | 
‘sity _ against the Washington Daily 
ee | News, Scripps - Howard paper | 
8) 


ee 


whose editorial campaign killed | 
recent attempts to introduce a fair | 
trade law in the capital. The Fair | 
Trade Council blast is character- | 
ized by a council staff member as | 
“the beginning of an all-out cam- | 
paign against the forces seeking to | 
destroy all obstructions to mo- 
nopoly and retail piracy.” | 
* * * 


Use of box numbers in classified | 


advertising is getting a sound 
thumping from some 27,000 mem- | 
bers of the British Clerical and | 
Administrative Workers’ Union| 
who declare that the practice is 
breaking down their morale. The | 
clerks say they are tired of giving | 
personal information when apply- 
ing by mail for a job and never 
knowing if their replies were ever | 
received or if they were satisfac- 
tory. 


* * * 


Very rarely will a public rela-, 
tions counsel admit to preparing 
the copy for an advertisement. 
Most of the men in the business 
prefer to operate behind the scenes 
and many tend to measure their 
results in terms of free space ob- | 
tained for their clients rather than | 
what their activities accomplish— 
in free space or paid. 

One exception is the recent, 


NO USE TURNING 
CUSTOMERS AWAY 


vehicles. They own 33% 
more tractors and 16% 


— OARD’S DAIRYMAN sub- 
Jt ‘ 
Ro I a own more motor 
ee Ni mt 
=e Adi. aT. .# 


Rat 


more autos and trucks than nearest neighbor 


farmers...and 119% more tractors and 65% more 


autos and trucks than average farmers, according 


t m If You 
be doing just that. to a study made by the U. S. Bureau of the Census. 
Manufacture 
There’s a 7 billion and Sell 


dollar market you 
could encouragej COSMETICS 
simply ot A lettings 
these people know you'd welcome their | 
business. For the Negro looks to his race | 
press for guidance. Your advertising in | 
the Negro papers can earn his confi- | 
dence, good will and regular patronage. | 
But whether your product is cos-. 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to | 
Interstate United Newspapers, Inc., 545 | 
Fifth Ave., New York, for the facts on | 
the success stories built out of reach- | 
ing this great and growing market. 


To operate these motor vehicles, Hoard’s 


Dairyman subscribers buy more motor fuel and 


lubricants — 35% more than nearest neighbor 


farmers and 89% more than average farmers. 


Hoard’s Dairyman subscribers are the cream of 
the farm market . . . the MORE families of U. S. 
agriculture. They own more, earn more and buy 
more. Put the top of the market at the top of your 


list .. 


. Start your farm schedule with Hoard’s 


Dairyman — the magazine that produces more 


sales per advertising dollar! 


JfOARDS SIAIRYMAN 


FORT ATKINSON. WISCONSIN + 250 PARK AVENUE, NEW YORK 
EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Hoffman Names Parker; 


Announces New Product 

William W. Parker, formerly in 
the research department of Grin- 
nell Company, Providence, R. I., 
has been appointed director of the 
new fire specialty division of the 
Arnold-Hoffman Company, Provi- 
dence. The division has been 
formed to market Drench, a water 
additive to put out fire, which has 
been announced in the trade pub- 
lications this month and supple- 
mented by direct mail. 


‘Frank Elects Allen 
| Howard C. Allen, a vice-presi- 
|dent and account executive for 
| Albert Frank-Guenther Law, Inc., 
'New York, has been elected a 
director of the agency. 


To Alley & Richards 


Alley & Richards Company, Bos- 
ton, has been appointed to handle 
the advertising of Adams & Swett, 
Boston, and Wiggins Airways, Nor- 
wood, Mass. 


. . . Delaware County has its 


own place in the sun 


The noises that come from the big city are pretty 


faint by the time they 


reach Chester and Delaware 


County. So much so, that moré than 120,000 readers look first 
to their home-town paper for the big news of the 
day ...so much so, that leading Philadelphia Department 


Stores look to its 31,085 


for direct results. 


Delaware 


AL 
Cc. L. EANES, GENERAL MANAGER 


town boys... 
Delaware County’s only daily newspaper. 


circulation (ABC net paid) 
Selling YOU to 
County is a job for the home- 

. the “Chester Times”... 


Chester, Pa. 


FRED G. HILL, PUBLISHER 


DON MCKAY, LOCAL ADVERTISING MANAGER 


REPRESENTED NATIONALLY BY STORY, BROOKS & FINLEY 


manufactured by the 


news coverage 
in Chicago! 


The primary function of a newspaper is to keep peo- 


ple informed. With more news services than any 


other Chicago newspaper 
Press, New York Herald 


... Associated Press, United 
Tribune, North American 


Newspaper Alliance, Chicago Sun News Service, fea- 


turing The Sun’s own Washington Bureau and foreign 
staff . .. The Chicago Sun keeps its readers fully and 
authoritatively informed on what's happening on the 


local, national, and international scenes. That's one 


reason why more and more people are turning to The Sun. 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N.Y. | 


National Representatives: THE BRANHAM 


COMPANY 


CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta» Charlotte +» Dallas « Detroit « Kansas City Los Angeles « Memphis «St. Lowis «San Francisco 


LumiNite, Agency 
‘Sideline,’ Helps 


Test Sales Ideas 


‘Our Own Client,' 
Ad Chief Boasts; 
to Expand Campaign 


By JOHN B. MILLER 


Columbus, O., May 1.—An 
agency “sideline” which has al- 


,ready won a home safety award— 


Wheeler-Kight & Gainey’s lighted 
wall switch plate, LumiNite—gives 


‘every indication of continuing to 


offer test ground for merchandis- 
ing ideas and steadily increasing 
sales. 

The product is the brain child of 
Tom L. Wheeler Jr., president of 
the Columbus agency, and is being 
agency- 


Seca ee 


a 
a 


| 
| 
| 
| 


| PRODUCTION LINE—Tom L. Wheeler Jr., Columbus, O., agency president- 

| inventor (center), holds one of the LumiNite plates being produced by the 

| Associated Products Co. The factory manager, Vance Adams, is standing at the 
right. 


owned Associated Projects Com-jing. “First, we, as advertising 
pany along with a duplex outlet;men, are constantly instigating 
plate and safety pilot plug. |merchandising plans that work to 

But let inventor Wheeler ex- | great profit to our clients, but with 
plain the fundamental thinking | relatively small remuneration to 
behind development of the prod- ourselves,” he explains. “I got to 
uct and its successful merchandis- | thinking: ‘Why not direct some of 


rd \ 
Try Capper’s 
Weekly ... 
Let It Prove 
What It 

Can Do 

For You! 


CAPPER’S WEEKLY 


Feature Newt Weekly Of The Rural Miduest AM 
- TOPEKA: KANSAS 


>) 


The total meals eaten by members of Capper’s 
Weekly families in the course of a year mounts to as- 
tronomical figures! We’re not offering prizes for the 
correct answers, but try your arithmetic on these! 


More than 373,000 families ... an average of four to 
the family—each person eating three meals a day at 
home for 365 days—the sum total of this simple mul- 
tiplication problem will astound you! Now translate 
that into average consumption of your product and 
there’s a market potential worth shooting at! 


Remember, Capper’s Weekly readers are consistent 
buyers of branded merchandise and Capper’s Weekly 
has their confidence. 


MORE THAN 


373,000 Circulation 


lowa, Nebraska, Kansas, Missouri and Colorado 


$1.25 PER LINE 
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our good merchandising ideas into|not until after the market had | 


a channel from which we might/been studied thoroughly and a 


be able to get some real benefits?’ | basic merchandising sales policy | 


Helps in Counseling set. ee 
“Secondly, I feel that so many | eens rn ee eee 


ri lik ” : "f ‘ 
saverising men, because they a "We Gecced tat_we wanted 
Secdieuee oa “* banger: Por ——— ‘sell our product through reliable 
nizant rm ail ys . woot uly CO8- electric dealers and other types of 
: Singh es CON= | dealers handling electrical prod- 
fronting their clients, nor fully ap- | teste ak shat aie ee ak dees 
preciative of just how advertising | : : 4 
must be meshed with all other want to work direct with them. 


: : af 
phases of getting a product through We wanted an ironclad jobber 


the manufacturing and merchan- | cle", — " _“" v. —— ne 
dising stages. It seems to me that | 2" oe wee tee SS Peanere on 


a |have adhered rigidly to this poli 
an advertising man who actually ever pence Ae gm " aa rad 
experienced every stage of the reputable jobber in our pricing, ad- 
practe from the original design- vertising, etc. While some of the 
ing, material specifying, die and | jarge jobbers at first—since we 

; : 
tool ordering, etc., right down | were so small—rather questioned 
through the final stages of seeing |. we can now boast of having 

tJ 


= 
ee ee oe heed ae as large a list of the finest jobbers 


advertising via quarter-page ads| Summing up his reaction to an , [ih Viaiiielibhnonii Uae 
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in the country as most any manu- |in such publications as Electrical;entirely new field, the agency 
facturer.” Contracting, Electrical Merchan- president said: “I have learned 
Starts Ca — dising, Institutions and Hotel more which is of value to our 


'Monthly, supplementing this trade clients, in the last year and a half 

The sales organization is com- copy with small ads in some of the |in marketing LumiNite, than I be- 
posed of manufacturers’ repre- | general home magazines. Mail in-/| lieve I have learned in the last 20 
sentatives headed by the com-j|quiries from home owners have | years. I am appreciative of ma- 
pany’s own sales manager, located | been answered quickly and, in/|terial shortages, allocating mer- 
in the Merchandise Mart, Chicago. numerous instances, Mr. Wheeler | chandise to customers, labor prob- 
All key sales territories throughout | recalls, dealers have contacted the |lems and the hundred and one 
the country are represented. A|company after seeing the product other problems that daily confront 
Canadian manufacturing plant is|in some of those homes. the management of a manufactur- 
being started. To handle sales to} Now that more space is becom-_| ing concern.” 
other parts of the world, an export|ing available in some of the gen- | 
sales manager has been estab-|eral magazines, LumiNite may be| 
lished in Cleveland. advertised more extensively to 

Carefully-organized promotional|consumers. In addition, Associ- 
material, business paper and na-|ated entered an exhibit at the re- eee 
tional magazine advertising, and/cent National Home Builders Show | & 
displays have helped build sales. |in Chicago and will send it to sev- 

With early promotional funds|eral additional shows during the 
limited, the company started trade | next few months. 


THE LETTER SHOP, Inc. 


knowledge that would be invalu- 
able in counseling with clients on 
all phases of their operations.” 
And finally, says Mr. Wheeler, 
“Since we are actually our own) 
client in this case, it gives us an | 
opportunity to follow through on | 
our merchandising ideas without | 
being handicapped by anything | 


but the economics of the idea.” | “No evening paper appr oaches THE SUN'S 


When dealing with other clients, | 
he adds, “ideas have to go through 


many oka that_ ute te The Sun in real estate news” =~ ___—snaus 


quently the finished result is only 


partially as effective as it would | TOP REAL ESTATE EXECUTIVES have wide horizons. The many divers factors * WRITERS 
ie a executed as originally of influence in their business necessitate a choice of reliable sources of informa- 
planned. tion. The Sun's accurate and complete coverage of news, its features, its 
Starts Hunt for Bulb specialized departments and particularly, of course, its comprehensive and a * 
Mr. Wheeler glanced up at the authoritative real estate section win the endorsement of leaders in this field. 
light switch one night just as he It is further proof of the findings of the L. M. Clark organization's independent GRANTLAND RICE 


was reading in a new products 
magazine how Westinghouse had 
developed a fluorescent bulb the 
size of a marble. lt looked like a 
good way to light up the switch 
permanently and cheaply. But— 
the bulb was practically unavail- 
able as a war item, and imprac- | 
tical for the use the agency presi- 
dent envisaged. 

He did, however, obtain some 
small neon glow lamps, or gas 
tubes, from the General Electric 
salesman, bought several regular 
switch plates, and began tinkering 
in his basement _ workshop. | 
After sanding down chunks of | 
plastic until his thumbs were sore, | 
he obtained a reasonable facsimile | 
of the final job, got a drawing of 
the model from a draftsman, and 
listened to some useful sugges- 
tions from suppliers of plastic 
molding. 

War Delays Production 

The first mold maker shocked 
the budding inventor with his idea 
of the cost involved, but another 
one was located who could trans- 
late the simple design drawings 
into the necessary pieces. Then, 
Mr. Wheeler recalls, “I sat around 
for many months fidgeting” be- 
cause it took so much time to de-| 
velop anything not directly con-| 
nected with the war. And as far | 
as funds were concerned, “It | 
looked for a long time as though | 
there was nothing but outgo in 
unlimited big hunks.” | 

Artists’ drawings of the switch | 
helped the prospective sales man- | 
ager for Associated Projects Com- | 
pany go to several big buyers and | 
obtain sizable sample orders, but 


LOOK IT UP in 
the MARKET DATA BOOK! 


{ ___ | Bae 
a INARKETING 


| 1 ‘ 
16 HARNEY DATE 200K nimaee 


CONSUMER MARKETS EDITION 
s | 
BUSINESS PUBLICATIONS EDITION | 


research which rates The Sun "one of America's best read dailies." 


SOME OF 


FEATURE 


The most respected name 
among the nation's 
sports writers. His col- 
e umn "Setting the Pace” 
is a shining example of 
virile, informed sports 
reporting. 


* 


© GAULT MacGOWAN 


War veteran, Sun war 

correspondent, author, 

e explorer, world traveller 

now reports the Euro- 

pean political and eco- 
nomic scene. 


* 


VIRGINIA FORBES 


Restaurant-wise column- 
e ist of "Cafe Life in New 
York," also directs The 
Sun's famed "Where to 

Dine Bureau." 


* 


© GEORGE TREVOR 


Magazine writer, author- 
ity on intercollegiate 
football and other ama- 
teur sports, George 
Trevor is a feature that 
e makes The Sun's sports 
pages outstanding. 


* 


WARD MOREHOUSE 


a Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 

e New York Theatre with 
“Broadway After Dark.” 
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Represented in Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 
Boston, Tiiton S. Bell. 
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NATIONAL 
ADVERTISERS 


are finding , 


New 


aE 


New and higher peaks are easy to find in Lawrence. 
Bank deposits have reached a new high of $138,846,364 
. . wages in February showed a 10.5% increase over 
January ... annual retail sales approximate $50,686,- 
000.00, a jump of 8.2% over the previous year ! ! 


The Eagle-Tribune is the only daily 
newspaper devoted exclusively to this 
rewarding market. Net paid circulation 
over 35,000 ABC. Read in 95 out of 
100 homes. ABC City Zone population 
128.619. 


Serving hundreds of national advertisers 


the EAGLE-TRIBUNE 


LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


| New York, May 1.—Every time 
pene winsome young lady dis- 
plays her loveliness in current 
advertising photographs, there is 
a strong possibility that in many 
places hard round dollars will be- 
gin clanging on the counter. As 
the clatter increases three men in 
New York gleefully chalk another 
mark on the wall. 

Harry Conover, John Robert 
Powers and Walter Thornton, the 
“big three’ of the modeling busi- 
ness, have been, among the three 
of them, largely responsible for 
bringing the business of supplying 
models from its one-time haphaz- 
ard position into the multi-million 
dollar brackets. With the elusive 
commodities of beauty and charm 
as their stocks in trade, Messrs. 
Conover, Powers and Thornton 


| 


“Big 3° Gross $3,000,000 
Looking for Perfect Model 


have succeeded in grossing during 
the year 1945 approximately $3,- 
000,000 with more to come in 1946. 

Each has made his name a sort 
of household word throughout 


W. Thornton J. R. Powers 


America; Conover with “Cover 
Girl,” Powers with ‘Powers’ Mod- 
els” and Thornton’s “Pin-up Girl.” 
Not unlike another “big three,” 


Advertising Age, May 6, 1946 


these are not always in accord. 

Walter Thornton has, more or 
less, departed the fold with his 
“pin-ups,” tens of thousands of 
which he has sent to servicemen 
overseas. Mr. Conover and Mr. 
Powers have offered very little in 
the bathing suit type of pose. Re- 
| quests for pin-ups from them have 
| been answered with head shots 
|and pictures of fully clothed girls. 
| But with the bulk of requests be- 
|ing what they are, Mr. Thornton 
found himself besieged, and, mind- 
ful of the days during World War 
I when he received the dubious 
distinction of getting KP for pin- 
ning up girls’ pictures in his tent, 
he has sent out more than 1,000,000 
pin-up pictures. 

All three agree that the perfect 
model has yet to come along ana 
they insist that they’ll keep on 
waiting hopefully. Exactly what 
jmakes a good model is still not 
clearly defined although each of 
the “big three” is certain that he 
can recognize the necessary quali- 
ties. 

“Facial 


beauty comes first,” 


es 


= 


RST IN IOWA'S 


FASTEST GROWING 


Now a beloved land-mark, Dubuque's Shot 
Tower was built in 1855 for molding lead from 
the nearby mines. Yes, Dubuque, lowa's old- 
est city is steeped in pioneer tradition. Today, 
however, Dubuque is leading in lowa's program 
of vast industrial expansion, providing alert 
advertisers with a profitable market. And in 
; Dubuque, WKBB holds first place in radio 


4 listenership . . . morning, noon and night! 


a see 


James D. Carpenter — Executive Vice President 
Ns Represented by — Howard H. Wilson Co. 


WK BB cusugue 


IOWA 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


Typographic leadership 


for more than a quarter 


of a century... 
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needs, or what they believe it 
needs. A factor in diplomacy en- 
ters when photographers make the 
selection of models. Tempera- 
mental models, it appears, are not 
popular. 

Each of the “big three” has 
more than 100 girls whose book- 
ings they write and whose ac- 
counts are kept at the agency. 
Through a maze of telephones 
each agency keeps contact with 
users of models. Each keeps com- 
plete photographic files of its 


models so that the prospective 
booker finds himself faced with 
hundreds of photographs at a 
moment’s notice. 

Whatever differences may exist 
now among Messrs. Conover, 
Powers and Thornton about the 
way to operate a model agency, 
they have one common point. Each 
started out with less money than 
he likes to think about now. 
Powers was the first and about 
25 years have gone by since he 
“hung out his shingle.” Walter 
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Thornton, born an Ohio farm boy,| work in candy stores, the “big 
opened his agency by the simple! three” never get tired of looking 
expedient of bluffing somebody at| at what they have to sell—namely, 
the Chrysler building and putting! beauty. 

in a desk and chair and unbe- 
lievable amounts of optimism. 

Conover was the last of the big. RN ROE od 
three to go into business for him-| 
self and opened in the spring of) 
1939 with what is admitted now | 
to have been “small capital.” | 
There’s nothing “small capital’’| 
about the businesses now. 
And unlike the small boys who | 


PICKS THEM OUT—Harry Conover, | 

beauty authority, and his secretary se- | 

lect cover girls from pictures of ap- 
plicants. 


maintains Walter Thornton, adding 
“but a girl must be completely 
attractive and she must have a/| 
high degree of intelligence.” 

“Beauty is secondary,” declared 
Mr. Powers, “a girl must have 
personality, poise and be able to 
do something for clothes.” 

Mr. Conover, while still seeking 
the “college girl’ type, is inter- 
ested in all sorts but he still has 
a preference for the well-scrubbed, 
gleaming “all American’’ girl. 

Whether a girl is one of Powers’ 
“long stemmed American beau- 
ties” as Arthur William Brown 
termed 12 of Powers’ models as 
they stepped off a plane in Miami, 
or one of Conover’s “Cover Girls” 
or one of Thornton’s “Pin-Ups,” it 
is pretty certain that she’s intelli- 
gent, averages about $300 a week 
year ’round if she’s good, and 
probably won’t be a model for 
more than two years. 

Many models are married, more 
want to get married with the re- 
sult that the ranks become de- 
pleted fairly quickly. Others find 
places in the theatrical world and, 
which may come as a surprise to 
ambitious girls, some of the models 
just plain get tired of modeling. 


Teens in Demand 


Newest in the model round-up 
are the teen-agers who have re- 
cently become highly popular with 
advertisers and apparently with 
the readers, especially in fashion 
magazines addressed to younger 
readers. Some of them are making 
$15 an hour for being their own 
sweet, adolescent selves, 

Incomes of models range from 
$75 a week for some, principally 
beginners, to as high as $1,600 
weekly for such outstanding 
models as Walter Thornton’s ‘Miss 
Rheingold” of 1945. But $1,600 a 
week is more the exception than 
the rule, the big three agreed. 

Contrary to the assumption that 
height is a necessity for models, 
all agreed that it is helpful only 
in fashion modeling, that for gen- 
eral advertising photography girls 
shorter than five feet nine inches 
do very nicely. 


Various Factors Count 


What prompts advertisers and 
photographers to select the girls 
they do is a moot question. Some 
are frankly influenced by their 
personal preference—usually 
swayed by the appearance of their 
wives or daughters. Others think 
primarily of what the product 


Photostat divisions 
540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 


Photography 540 N. MICHIGAN AVE. 


- sere WHI. 5355 


Yaweell Publications, Inc. 


THE FIRST ANNUAL 


NATIONAL CRAFTS 
and SCIENCE SHOW 


SPONSORED BY 


FEATURING 


Home Workshops « Model Airplanes « Radio « Model Railroads « Boats « Photography 
and dynamic exhibits from the wonder world of Science 


New in type, unique in scope, the National 
Crafts and Science Show will be teeming with 
exciting activity. There'll be saws buzzing, mod- 
els flying, lathes spinning, model_railroads run- 
ning, ham radios sending and receiving — all 


Under the management of 
CAMPBELL FAIRBANKS EXPOSITIONS, INC. producers of the 
eminently successful New York and Boston SPORTSMEN’S SHOWS. 


ILLUSTRATED 


these and more will sound the keynote of the 
show — activity. The sole purpose of Fawcett 
Publications, Inc. in presenting this show, is to 
create ACTIVE interest in ACTIVE hobbies — the 
MECHANIX ILLUSTRATED type of hobbies. 


EXPOSITION HALL NOV. 17-24, 1946 
MADISON SQUARE GARDEN 


Address all inquiries to Campbell Fairbanks Expositions, Inc., 


545 Fifth Avenue, New York, N. Y. 
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Harvester Expands 
lts Large Stable 


of House Organs 
Central Staff Edits 


Score of Consumer, 
Employe Magazines 


Chicago, May 1.—International 
Harvester Company — whose pub- 
lishing activities are far from in- 
considerable now—is aiming at 
an enlarged company magazine 
program to keep pace with post- 
war expansion plans. Responsi- 


bility for the accelerated program 
is placed in the consumer relations 
department, of which M. F. Peck- 
els is manager. 


Some company magazines 


dropped during the war are to be | 


‘revived and the list of plant pub- 
lications will be expanded, pre- 


‘sumably, as 


| 
| 
| 
| 


International Har- 
vester gets under way with new 
manufacturing operations in one 
Mexican and five U. S. plants. 
“Dealer News” is the latest com- 
pany publication under considera- 
tion. It is proposed as a monthly 
Magazine designed to give IH 
dealers plenty of sales promotional 


jlations department, has been ap- 


pointed supervisor of company 
Magazines and will direct the des- 
tinies of the company magazine 
section. 

While carrying out an extensive 


jadvertising campaign in national 


magazines, as well as its news- 
paper and network radio promo- 


‘tion, International Harvester con- 


fidently looks for the company 
Magazine section to increase the 
effectiveness of all IH magazines, 


‘and to speed the production of any 
‘additional 


Magazines considered 
necessary in the future. 
Plant magazines, now under the 


help in the competitive months 'wing of the new section, formerly 


ahead. 
Wright Heads Unit 


Hal C. Wright, formerly super- 
visor of production, consumer re- 


operated under the personnel de- 
partment. The change-over was 
determined upon after manage- 


‘ment appointed a committee to 


study the various magazines and 


| | 


i 


—Tl 


CARTER 


9 out of 10 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


NEW YORK 


CAR CARDS * STATION POSTERS 


> 5. 


SU BWAYS Advertising Company, Inc. | 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 


410 N. Michigan Ave., Chicago 11, Ill. 


Post-war farm equipment 


of the Internatiosal 


pooner os cep 5: one 
1p Peat 8 as, HED try oly 


| Farmlqu 


Karvester Company, at 


ipment Show 


- > BIRGER OF PROGRESS 
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exhibits at the experimental farm 


, Iinois 


so nan a : 


POSTWAR  DISPLAY—lllustrations in this center spread from the current 

"Tractor Farming" give farm families a graphic idea of the postwar farm 

equipment exhibit at the experimental farm of the International Harvester Co. 
near Hinsdale, Ill. 


| 


| 


their objectives. 
/the plant publications, which have | World,” 


In addition to|the company publishes ‘Harvester 


“Tractor Farming,” and 


| been issued since November, 1937, | ‘“‘Harvester News-Letter,” the lat- 


(Advertisement) 


KEMSLEY NEWSPAPERS LTD. 


Sd 


LORD KEMSLEY'S ANNUAL REVIEW 


The twenty-second ordinary general meeting of 


Kemsley Newspapers Ltd. was held at Kemsley 
House, London, England, on April 11. 
The Viscount Kemsley (Chairman) presided 


and proposing the adoption of the annual report 
& accounts said: This year the accounts have 
been drawn up in a different and more detailed 
form, In making this change your Directors 
have had in mind the recommendations of the 
Institute of Chartered Accountants. 


We propose a final dividend of 6 per cent. on 
the Ordinary stock, making a total of 11 per 
cent. for the year compared with 10 per cent. in 
1944. If you adopt all these proposals, the 
Carry Forward will be reduced by the small 
amount of £2.885, 


I have no hesitation in asking you to approve 
this increase in our Ordinary dividend, which 
reflects a successful year’s trading. Wage earn- 
ers have enjoyed increases in their wages and 
we may feel a proper satisfaction that the year’s 
profits enable us to recommend an increase also 
for the shareholders. Their investment in our 
company is entitled to the reward of their enter- 
prise in ventyring their capital. 
world has 


Since I last addressed you, the 


passed into a new era. 


The hope of a united effort for peace, as 
since the formation of the Coalition Government 
in 1940 there was a united effort for war, was 
destroyed by the General Election, and at one 
of the most difficult and critical periods in our 
history a Socialist Government is for the first 
time in power. It is the task now of those 
who differ from the Government to exert the 
utmost vigilance to secure that the change is 
not allowed to impede our economic recovery and 
damages as little as possible the delfeate struc- 
ture of our economic life. 


All knew that the transition from war to peace 
would be difficult. All knew that apart from 
the inevitable international difficulties, there 
were certain essentials of domestic reconversion 
on which the whole attention of government 
should be concentrated. 


Above all the country needed houses dnd 
quickly: it needed more food and less queues; 
it needed speed in production; it needed full 
employment, both in the sense that all had jobs, 
and in the other sense, that in those jobs, all 
worked to capacity. 


Now we have been presented with Mr. Dalton’s 
first Budget for a full year. It is a colourless 
production, singularly little concerned with the 
arrangement of taxation to stimulate productive 
enterprise and industry, and on at account 
you will not expect me to say much about it in 
detail. I propose to make only two points, 


Labour Finance 


The first is that in repealing Excess Profits 
Tax as from Dec. 31 next, Mr. Dalton hinted 
that he might substitute next year some new 
tax upon profits or excess dividends, whatever 
this last term may mean. It partly depended, 
he added, upon how private enterprise conducted 
itself in the meantime. Now industry cannot 
plan ahead with a sword of Damocles of this 
kind hanging over it. Mr. Dalton must be more 
specific. He should give us early warning of the 
kind of new taxation which he has in mind, 
and he should also explain how he desires in- 
dustrialists to conduct their affairs. He must 
also appreciate how impossible it is to lay down 
a rigid rule. One company may have little scope 
for development and extension without creating 
excess capacity in the industry, of which it is 
a member. Surely it is entitled to distribute 
what it earns. On the other hand, another com- 
pany may think it wise to plough back prac- 
tically the whole of its current earnings. 


My second point relates to Mr. Dalton’s in- 
timation that he is leaving the City free to 
finance private enterprise without having to find 
money for Government loans. Mr. Dalton can- 
not stop there. He should remember that the 
war-time control over new capital issues was 
originally set up in order to protect the Gov- 
ernment from competition from other borrowers. 
Now that the Government is out of the market, 


Mr. Dalton should instruct the Capital Issues 
Committee to treat applicants much more gen- 
erously than it has in the recent past. Do not 


make it difficult for industry to obtain the new 
capital which, as Mr. Dalton himself recognises, 
it so badly needs. 

Since its accession to office the Government 
appear, indeed, to have been little concerned to 
provide, as speedily as possible either the eco- 
nomic freedom or the financial stimulus necessary 
to enable industrial reconversion to take place 
as rapidly as possible. 


Bigger Newspapers 
The country is at the parting of the ways. 


One way leads to the servile state, the other 
to a commonwealth of free men. The first way 


is the way of Socialism. Kemsley Newspapers 
rejects Socialism. We stand for the liberty of 
the individual within the law, and see in the 
freedom of man the only sure basis of civilisa- 
tion. 


So long as that remains true, we can, I con- 
fidently believe, command a large and growing 
reading public, and base on them the sure suc- 
cess of our enterprise. 


Let me say here that I regard the conduct 
and control of a group of newspapers, such as 
ours, as a great public responsibility. 


Mass opinion now controls events as never be- 
fore and, in so far as newspapers exert an in- 
fluence on mass opinion, such is the measure of 
their responsibility. 


In fulfillment of that responsibility, truth in 
the presentation of news comes first. That car- 
dinal principle must be observed at all times. 


Yet while it is important that the public 
should be given the news fairly and accurately, 
it is no less important that they should be 
given the news fully. 


To-day, when full discussion was never more 
necessary, we cannot adequately perform that 
duty. Newspapers remain the attenuated sheets 


we have endured for so long, unsatisfying alike 
to those who produce them and those who buy 
them. 


I have on previous occasions urged that more 
newsprint should be made available. I do so 
again. 


After a tribute to the work of the staff dur- 
ing the war and to service members, the Chair- 
man proceeded: I have spoken of the difficulties 
under which we labour, but I am glad to say 
that, nevertheless, the position of each of the 
newspapers which form this group is eminently 
satisfactory. The circulation of all of them both 
national and provincial, is very healthy. Let me 
give you some remarkable figures. The morning 
papers sell approximately two million copies 
each day. The evening newspapers sell approxi- 
mately one million copies daily and the Sunday 
papers sell approximately 5% million copies 
every Sunday; and as a grand total the number 
of copies of your newspapers sold every week is 
more than 25 millions. To one newspaper I 
would make a special reference. It has given 
me great pleasure and pride to watch the sale 
of “The Sunday Times’’ exceed half a million 
copies per issue. I am sure you have shared 
my gratification. 


Record Circulation 


This figure of half a million is considerably 
in excess of any figure hitherto reached in this 
country by any Sunday newspaper of its class. 


It has, indeed, now increased beyond that 
figure and only the limitation of newsprint de- 
lays it breaking through its present ceiling to 
new heights. I regret that, as I am continually 


reminded, there are so many who are unable to 
buy each Sunday a copy of ‘“‘The Sunday 
Times.”’ 

The success of ‘‘The Sunday Times,’’ if I 


am to judge from the tribute paid by so many 
distinguished men and women on the occasion 
of its reaching a circulation of half a million, 
is in no small measure due to that quality of 
high authority with which its comments on cur- 
rent events are so consistently endowed. 


There is a constant and growing demand upon 
our limited advertising space, a demand which 
owing again to the shortage of newsprint, we 
are regretfully unable to satisfy. 


Finally, I must not forget the newsagents. 
Throughout the war they maintained without in- 
terruption the distribution of our newspapers 
and we thank them for their help both then 
and now. 


I have presented to you what I hope you will 
regard as a satisfactory record of progress. 
have indicated the attitude this group of news- 
papers will take in the new world in which we 
find ourselves. Firm in our convictions we face 
the future with confidence. This will be a year 
of change and development in every newspaper 
office. Difficult conditions may be ahead, but 
whatever these may be, you may rely upon your 
Board to meet them, boldly but with prudence. 


Could you sit with me day by day at my desk 
you would be able, as I am, to appreciate the 
eager enthusiasm which animates the organisa- 
tion, and you would feel, as I do, that despite 
eet  eeeeees the future of our enterprise is 
r . 


During the year our Board has been strength- 
ened and we have followed our policy of recruit- 
ing the Board from within the organisation. 
Later, you will be asked to confirm these ap- 
pointments. 


The Hon. 
seconded the 
unanimously. 


Lionel Berry, 


deputy chairman, 
resolution, 


which was carried 
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ter initiated early in the war to|“Harvester World” also will be 
carry news to more than 20,000 expanded, he said, “into new fields 
Harvester men and women in the of readership outside of the or- 
service. | ganization.” 
‘Tractor Farming’ Leads | _ Ae capialy es p Sane One Sere 
e nie - ‘pany plans to issue magazines 
Tractor Farming,” the “first | covering activities of dealers and 
publication devoted exclusively to|company personnel, as well as 


farming with tractors,” goes out 
four times a year to 1,200,000 farm 
families and represents by far the 
largest IH magazine circulation. 
Wartime troubles forced its sus- 


product news, of the various IH 
'divisions. Each magazine or group 
‘of publications is to have its own 


‘fully qualified editor. Ralph Mc- | 


Quinn has just been named editor 


j annual report, along with a letter | plant purchased from Republic 
from the IH treasurer inviting Aviation Corporation near Evans- 
them to return a card if they wish ville, Ind., and now being re- 
‘to continue receiving the maga- _vamped to house the IH refrigera- 
\zine. A special page of the issue |tion division manufacturing head- 
\is devoted to the banker joining | quarters; an article on the pioneer- 
\the farm mechanization “partner-|ing program of education and 
ship” of IH dealer and customer in |training of employes recently 


‘financing purchase of needed im-/|undertaken by IH with the tech- 


pension, but publication was re- of “Harvester World” and E. T. 
sumed last year. It is printed by ‘Leavitt is the newly-appointed 
the Alco-Gravure division of Pub-| editor of “Tractor Farming.” W. F. 
lication Corporation, Chicago. | Jones is editor of the plant maga- 
Next in line, when taken as a zines. 
group, are the 19 monthly plant; The April-May issue of “Har- 
magazines — alphabetically from  weubir World,” bringing that pub- 
the “Auburn Till-Dig” to — the) lication up to its issuance date, 
“Wisconsin Steel Sparks”—with a} will be sent to bankers, since it 
total circulation of 80,000. Full-| carries the company’s condensed 
color covers are frequently used | 


plements. 
Personnel Shifts Separate 
Other features of the latest is- 


‘nical and advisory assistance of 
‘the University of Chicago; and an 
explanation of the company’s pat- 
ent policy, under which it has 


sue include top-level organization listed all but 30 of 1,223 of its 
changes (a separate pamphlet, | patents for immediate licensing 
“Organization Changes,” now car- in the Official Gazctte of the U. S. 
ries the rest of the personnel | Patent Office. 

shifts); a feature about ‘Under | 
Western Skies,” 30-minute color | publications, and extra color is. 
film on soil conservation produced used on inside pages, with a gen- 


with the cooperation of the Soil|erous supply of pictures illustrat-_ 
Conservation Service and_ state ing the stories. 
colleges; a story about the war | ‘Harvester 


World,” changing 


Full-color covers dress up the | 


71 


over gradually from an internal 
|organ to a public relations maga- 
|zine, and emphasizing changing 
trends and policies to top man- 
agement level, before long will be 
sent to a number of outside groups. 
Some copies go abroad now. 


Plants Being Readied 


Besides the refrigeration equip- 
ment plant at Evansville, for which 
IH paid the RFC $2,648,000, a new 
‘plant magazine may soon be in 


(si >.) 


IMPSON-REILLY, LTD. 
Publishers Representatiwes 
SINCE 1928 


LOS ANGEJ.ES 
GARFIELD BLDG. 


SAN FRANCISCO 
RUSS BLDG. 


on the plant magazines, in place of | 
the standard two-color covers, as. 
a change of pace. Features of) 
widespread interest are included | 
in all, but otherwise the news is | 
handled especially for each plant. | 
The plant papers are shipped out | 
to the various IH works and dis- | 
tributed as the: workers leave the | 
different shifts. 


To Drop ‘News-Letter’ 


| 
} 
The monthly “Harvester World,” | 
published uninterruptedly during 
the war, has a current print order | 
of 35,000 for each issue. The war- | 
time ‘News-Letter’ rolled up a| 
total of 25,000, and this is, happily, | 
the only IH publication which is | 
on the skids. 
To be revived are three maga- | 
zines published every other month: | 
“International Power,’ for con-| 
tractors and other users of heavy 
power; “International Trail,” | 
aimed at truck fleet owners, and | 
“Triple Diamond,” a motor truck | 
sales personnel magazine. 
Circulation of ‘International | 
Power” and “International Trail” | 
is expected to be 50,000 each, with | 
“Triple Diamond” reaching 7,500. | 
“Dealer Néws” probably will go| 
to 20,000 copies. These, together 
with “Tractor Farming,” “Har- | 
vester World” and the 19 plant | 
magazines, will mount to an an-! 
nual circulation total of 7,065,000 | 
—and the figure probably will be, 
extended later. | 
The magazine section’s editorial | 
staffs include 30 members, and this | 
figure also will be expanded. Vol- 
unteer reporters serve at all the) 
plants. 
A separate staff edits “The Har- 
vester” of International Harvester 
Company of Canada Ltd., Ham- 
ilton. This monthly publication, 
printed entirely in Canada, is 
presented to employes of the 
Chatham Works, Hamilton Twine 
Mills and Hamilton Works. 
Because of the paper shortage 
and the necessity of concentrating 
on the most vital work, several of 
the company publications were 
suspended during the war. At the 
same time, however, employe pub- 
lications were added at plants pro- 
ducing war materials exclusively. 


To Boost Circulation 


Immediate plans, according to 
Mr. Wright, “call for improve- 
ments in plant magazine editorial | 
content and for the gradual re- | 
vamping of ‘Harvester World’ to | 
reflect executive policies as inter- 
preted from the public relations 
point of view.” Circulation of 


% sts 
,o 
Us 


Inviting Industry 
to WEST TEXAS! 


BRIGHTEST SPOT on the post-war 
map for industrial expansion and de- 
centralization, WEST TEXAS, "Raw 
Materials Capital of the World" offers 
low taxes and laws favorable to busi- 
ness; raw materials, cheap fuel and 


ower reserves; ample manpower, 
ideal year ‘round working and living 
conditions. 


Investigate West Texas Industrial Ad- 
vantages. Wire or write: 


WEST TEXAS 


Chamber of Commerce 
Headquarters Office: 
Dept. A-!, Abilene, Texas 


HEADLINES 
and 
HEADLINERS 


No. 19 in a series 


MS hve complete interpretation of business news that | find 

in The Wall Street Journal has daily kept me informed 
of the important trends in the building material, industrial 
maintenance and construction, and paperboard product 


i. J. HARVEY, ur eg Presid 


lent, The Flintkote Company 


industries. Now, more than ever, 
minute business news that affects 
building in particular is a pressing 
Wall Street Journal fills that need 
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The ONLY National Business Daily 


Published simultaneously on both coasts 
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prospect for the Melrose Park, III., 
works, purchased for $13,750,000 
from the War Assets Administra- 
tion for the IH industrial power 
division. The Evansville factory 
may be in production late this 
summer. Melrose Park, which will 
produce diesel engines, a full line 
of stationary power units, and 36,- 
000-pound crawler tractors, may 
also be tooled, manned and ready 
for initial production by mid-1946. 
Other news, it may be expected, 
will be made by other parts of the 
company’s $100,000,000 postwar 
plant expansion program outlined 
by President Fowler McCormick, 
all of which will figure up to six 
new manufacturing operations. In 
addition to the two former war 
plants, Harvester has acquired a 
10-year lease on a plant in Emery- 
ville, Cal., in which it is establish- 
ing its first Pacific Coast motor 
truck manufacturing operation. 
The organization is construct- 
ing two other plants: In Mem- 
phis, Tenn., where farm imple- 
ments will be built for the South, 
and in Saltillo, Mexico, where ma- 


PLANT PAPERS—These are typical covers of the 25 company magazines Inter- 

national Harvester Co., Chicago, is publishing now or will revive in the near 

future. All these publishing activities have been centered in a company maga- 
zine section headed by Hal C. Wright. 


chines will be assembled for Mex- 
ican farmers. In the latest phase 
of the expansion program, the 
company has been named success- 
ful bidder on the Curtiss-Wright 


Louisville, Ky., where it will turn 
out the new Farmall Cub, Farmall 
“A”. and another tractor still in 
the development stage. 

With all new plants in full pro- 
duction, Harvester expects to add 
another 18,000 employes. 


Adds Department 


Mercready & Co., Newark, N. J., 
has announced the formation of a 
consumer department with Henry 
T. Gayley Jr. as manager. Mr. 
Gayley, recently released from the 
armed forces, was a member of 
the business and market research 
staff of Batten, Barton, Durstine & 
Osborn before the war. 


Banks Joins Harris 


Michelle Banks, formerly with 
Castagnola-Loges, Inc., has joined 


Ralph Harris, New York agency, 
as office manager. 


Basically, there are four ways in which adver- 
tisers judge a publication — by circulation, 
editorial content, influence on its readers .... 
and results from advertising. 

To Hunting & Fishing, results count! We 
think that the function of a magazine is to 
entertain and inform readers — and to do a 


copy for you. 


selling job for advertisers, 


Hunting & Fishing has built its reputation 
for being the best selling medium in the out- 
door field by giving advertisers all four — 
374,000+- circulation, unique editorial format, 
powerful influence on readers that leads nat- 
urally to remarkable dollars-and-cents results! 

Compare Hunting & Fishing’s sales-pull- 
ing record with that of any other outdoor 


“The Vox Pop of the Sporting Field" 


magazine. Prove to yourself — for results that 


can't be topped, Hunting & Fishing tops them 
all! 


Hunting & Fishing’s sweeping survey of 
its reader-market is nearly ready. It makes big 
reading about big buyers. Let us reserve a 


275 NEWBURY ST., BOSTON 16, MASS. 


Aviation Corporation plant near} : 


May 10-11. 
Newspaper Advertising Executives 
Association, spring meeting, Vic- 
toria, B.C. 

May 14-17. 


Pacific Northwest 


Lithographers Na- 
tional Association, 41st annual 
convention, Hotel Marlborough- 
Blenheim, Atlantic City. 

May 16-17. American Market- 
ing Association, national confer- 
ence, Hotel Statler, Boston. 

May 19-21. Pacific Northwest 
Circulation Managers Association, 
annual convention, Vancouver, 
B.C, 

May 20-23. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 20-23. Premium Exposi- 
tion, Palmer House, Chicago. 

May 21-22. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Af- 
filiation of Sales and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- 
tion of America, 42nd annual 
convention, Hotel Schroeder, Mil- 
waukee. 

June 10-12. Newspaper Adver- 
tising Executives Association, con- 
vention, Commodore Hotel, New 
York. 

June 13-16. National Editorial 
Association, 61st annual conven- 
tion, Stanley Hotel, Estes Park, 
Colo. 

June 13-16. Newspaper Adver- 
tising Service, annual meeting, 
Stanley Hotel, Estes Park, Colo. 

June 17-20. International Cir- 
culation Managers’ Association, 
annual convention, Neil House, 
Columbus, O. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 

June 24-28. Pacific Advertising 
Association, annual convention, 
Spokane, Wash. 

Sept. 30-Oct. 2. Southern News- 
paper Publishers Association, 42nd 
annual convention, Edgewater Gulf 
Hotel, Edgewater Park, Miss. 

Oct. 10-11. Television Broad- 
casters Association, second televi- 
sion conference, Waldorf - Astoria 
Hotel, New York. 

Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Stevens, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
| Chicago. 


Rintoul, Yocum, Franco 
File for Albany Outlet 


Stephen R. Rintoul, former 
owner and operator of WSRR, 
Stamford, Conn., Trell Yocum, 
chairman of the board of Ridg- 
way, Ferry & Yocum, New York, 
and Carlos A. Franco, manager 
of station relations of Young & 
Rubicam, New York, are princi- 
pal stockholders and officers of 
Champlain Valley Broadcasting 
Corporation, which has filed an 
application with the FCC for a 
standard fulltime station in Al- 
bany, N. Y. 

The application specifies 10,000 
watts day and night power on 
850 kc., with site already selected 
south of Albany to cover the Al- 
bany, Troy and Schenectady area. 
Mr. Rintoul is president and 
treasurer, Mr. Yocum is vice- 
| president, and Mr. Franco, secre- 
| tary of the new corporation. 


| Joins Hoffman & York 


W. Scott Fitz, formerly in the 
advertising department of the 
| Phillipsburg, N. J., plant of Inger- 
|soll-Rand, and in the sales depart- 
/ment of the Sullivan Machinery 
Company, Claremont, N. H., has 
|joined Hoffman & York, Mil- 
| waukee agency, as account execu- 
'tive in the construction machinery 
field. 
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Public Advisory 
Group Will Aid 
Ad Council 


Evans Clark to Head 
Committee to Weigh 
Service Projects 


New York, May 2.—Creation of 
a public advisory committee com- 
posed of leaders of labor, man- 
agement, education, religion, so- 
cial service, journalism and re- 
search, to guide the Advertising 
Council in selecting public serv- 
ice projects, was announced today 
by James W. Young of J. Walter 
Thompson Company, council 
chairman. 

With Evans Clark, executive di- 
rector of the Twentieth Century 
Fund, as chairman, the committee 
is noW com- 
posed of 14 
members. A 
half dozen oth- 
ers probably 
will be added. 

Other present 
members are: 
Mrs. Olive 
Clapper, publi- 
cist; Kermit 
Eby, research 
director, Con- 
gress of Indus- 
trial Organizations; Chester Davis, 
president of Federal Reserve Bank 
of St. Louis and chairman of the 
Famine Emergency Committee; 
Clarence Francis, chairman of 
General Foods Corporation; Dr. 
George Gallup, director, American 
Institute of Public Opinion; Dr. 
Alan Gregg, director of medical 
science, Rockefeller Foundation; 
Miss Helen Hall, director, Henry 
Street Settlement; Paul Hoffman, 
president, Studebaker Corpora- 
tion; A. E. Lyon, executive secre- | 
tary, Railway 
Labor Execu- 
tives Associa- 
tion; Eugene 
Meyer, publish- 
er, Washington 
Post; Dr. Rein- 
hold Neibuhr, 
professor of ap- 
plied Christian- 
ity, Union Theo- 
logical Semi- 
nary; Boris Shishkin, economist, 
American Federation of Labor, 
and Dr. George N. Shuster, presi- 
dent of Hunter College. 


Evans Clark 


he 
Advertising 
Council 
EMBLEM—This will 
identify the Ad 
Council's public 
service copy. 


Gains Recognition 


Formation of the committee, 
Mr. Young said, “indicates the 
growing recognition of advertis- 
ing as a social force of the first 
magnitude. . . With the impera- 
tives of war gone, choices must be 
made as to what projects are most 
entitled to support in the public 
interest. . The committee’s in- 
dividual members have each given 
evidence of ability to rise above 
partisanship to informed and judi- | 
cious consideration of the a 
social problems of our time.” 

Mr. Clark pointed out that the 
council’s action is a “symbol of 
the growing conviction in the 


“VE GOT JUST 
ONE AIM IN LIFE” 


m~...to show you how 
) advertising pays in 
WESTWAYS, the 
only All-Southwestern 
travel magazine. Let 
us send you a copy. 


Circulation 


100,000 F MAGAZINE 


Los Angeles 54, Californie 


business world of the responsi- 
bility of business to the public, as 
well as to its stockholders. It is 
also the best evidence of the will- 
ingness of the public generally to 
cooperate with business in carry- 
ing that conviction into construc- 
tive action.” 


Launched Many Drives 


During the war the council 
aided in developing nearly 200 
home front campaigns, and enlist- 
ed more than $1 billion of support 
from business for them. Among 
its major current activities are 
the Famine Emergency Commit- 
tee’s campaign to alleviate suffer- 
ing abroad; a campaign with the 
National Safety Council to reduce 
the nation’s accident toll, and 
campaigns on veterans’ problems 
and U. S. savings bonds. 


Gimbels Launches 
Razor in Lather 
of Historic Copy 


New York, April 30.— Gimbel 
Bros. today released copy an- 
nouncing the acquisition of a his- 
toric product, but one never before 
promoted in the United States. 

The product, Wilkinson sword 
razor, was heralded with baroque 
copy: “Since 1772 this historic 
company has forged swords for 
the British Army and Navy. Prac- 
tically every hero in British his- 
tory has carried a Wilkinson 
sword. Wilkinson swords and Wil- 
kinson razors have gone to every 
corner of the Empire. Now Gim- 
bels brings this amazing razor to 


the United States.” 

With some of the features of the 
Rolls razor, and approximately the 
same price, $15, the Wilkinson 
razor uses a conventional handle 
and head, and has seven inter- 
changeable blades, each engraved 
with a day of the week. 


Confined to N. Y. 


According to copy, the seven 
blades are used because “steel fa- 
tigues, needs rest to regain a per- 
fect cutting edge. Because you use 
each blade only once a week, you 
may go a whole lifetime without 
buying blades .. .” 

Gimbels pointed out that it is 
the sole distributor in the U. S., 
and said it had no plans for ex- 
panding sale of the razors beyond 
metropolitan New York. 
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Kelly Leaves Carstairs; 
Becomes Lennen V.P. 


Philip J. Kelly has resigned as 
vice-president and general sales 
manager of Carstairs Bros. Dis- 
tilling Company, New York, to 
join Lennen & Mitchell, New York, 
as a vice-president. He will be 
executive contact man on the Car- 
stairs account. No successor has 
been named by Carstairs. Mr. 
Kelly was formerly advertising 
manager of B. F. Goodrich ‘Com- 
pany, Akron, and sales promotion 
manager of Colgate-Palmolive- 
Peet Company, Jersey City. 


Evans Named Manager 


C. T. Evans, associated with 
Montgomery Ward & Co. for the 
past 19 years, has been appointed 
toy division manager of the com- 
pany. 


Your refinery advertising that sells must get 


BOTH buying factors in the refinery pointing 


your way .. . the management and operating 


men. 


These men, who influence or determine the 


selection of processes, equipment and material 


in the petroleum industry, can be reached in a 


single publication which blankets the refinery 
field . . . the Refinery Section of National 
Petroleum News. This magazine brings to 


interested readers the newest and best specific 


information on advanced oil processes and 


methods, and forms a solid backing to your 


sales efforts by making these men receptive to 


your message. What you say is up to you. The 


Refinery Section of NPN will get your message 


to the men you must reach. For no advertise- 


ment is buried in this publication but faces an 


important article perfectly exposed to the 


reader’s eye as he reads. 


To reach the refinery buying powers, to get 


them both pointing your way, join the adver- 


tisers who reach the active refinery men open 


to ideas through a publication which gives 


good refinery operating coverage, plus man- 


agement! 


NATIONAL PETROLEUM NEws 
1213 West Third Street, Cleveland 13, Ohio. 


Get 


buying 


factors in the refinery 
pointing your way 


Reach BOTH operating and management men through 


NATIONAL 


PETROLEUM 


NEWS 


REFINERY SECTION 
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B. W. Fleisher, 
Once Publisher 
in Tokyo, Dies 


Rochester, Minn., May 1.—B. W. 
Fleisher, 76, publisher of the Japan 
Advertiser in Tokyo before it was 
taken over by the Japanese gov- 
ernment in 1940, died here yester- 
day in a hospital where he had 
been a patient since October. 

Five months after he joined the 
staff as a reporter, Mr. Fleisher 
acquired the Advertiser in 1908 
from its owner, Arthur E. Knapp, 
a former missionary who had 
turned atheist. He soon moved 
the paper from its original location 
in Yokohama to Tokyo, imported 
linotype machines, paid big sal- 
aries out of his advertising reve- 
nue, and modeled the paper 
typographically on the New York 
Times. 

By 1940 the Advertiser had 
grown to one of the most influ- 
ential English-language dailies in 
the Far East, having survived two 


fires which destroyed the office 
and printing plant. In the fall of 
that year Mr. Fleisher was forced 
to sell the paper for $100,000 to a 
Japanese, Toshi Goh, who merged 
it with the Japan Times and Mail, 
which spoke for the Japanese 
Foreign Office. 


WILLIAM H. EASTON 

New York, April 30.—Dr. Wil- 
liam Hastings Easton, 65, vice- 
president of Sheldon, Morse, Hut- 
chins & Easton, public relations 
and publicity organization, died 
April 27 at his home in Queens. 

A pioneer in commercial radio, 
Mr. Easton was associated with 
Westinghouse Electric Corporation, 
was station manager of WJZ here 
and in 1931 organized Sheldon, 
Morse. At one time, he was presi- 
dent of the Industrial Advertisers 
Association of New York. 


PIERCE A. CUMINGS 
Philadelphia, April 30.— Pierce 

Amsden Cumings, 46, vice-presi- 

dent of N. W. Ayer & Son, and 


with the agency since 1929, died 
Sunday at his home in Bryn 
Mawr, Pa. With the Ford Motor 
Company, Detroit, in 1925, Mr. 
Cumings later joined Ayer’s copy 
department, becoming a vice- 
president, serving gasoline, tele- 
phone and travel accounts, in 1944. 


G. W. PETERSON 

Torrington, Conn., April 30.— 
George W. Peterson, 68, editor and 
publisher of the Torrington Reg- 
ister since 1905, died here April 27 
after a brief illness. 


S. W. S. HALL TAYLOR 

Boston, April 30.—S. W. S. Hall 
Taylor, 70, manager of financial 
and book advertising of the Bos- 
ton Herald and Traveler for 10 
years, died recently at his Need- 
ham, Mass., home. 


L. B. PRINGLE 

Little Rock, Ark., April 30.— 
Lewis Brade Pringle, 54, member 
of the Robert J.. Brooks Advertis- 
ing Agency, died here April 25. 


SOUTHERN AGRICULTURIST’S READERS’ 


| High, Speetebe 


makes the business 


wheels go ’round 
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Current Network Hooperatings 
April 30 Evening Program Audiences 


MOST LISTENERS PER SET 
NOTE: There is no later “Listeners Per Listening Set” data other 
than that which was supplied in the March 30 release (AA, April 8). 
. MOST SETS-IN-USE 
eM I ee ee ee ee 42.2 


Programs: Radio Theater (Lever Bros. Co.) 
Real Stories from Real Life (Whitehall Pharm. Co.) 
Telephone Hour (Bell System) 
DS Bar aes bie vo ics owas Chee ce hae te esc yess ociey 38.8 
Programs: This Is My Best (Cresta Blanca Wine Co.) 
Fibber McGee and Molly (S. C. Johnson & Son) 
Me Be a rere er ere eee eee ee eee eee 38.3 
Programs: Radio Theater (Lever Bros. Co.) 


Spotlight Bands (Coca-Cola Co.) 
Information Please (Socony-Vacuum) 


“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Hooper- 

Program Sponsor Product work ating 

1. Fibber McGee _ S.C. Johnson and NBC 27.1 
& Molly on 

2. Bob Hope Pepsodent Div., Various Products NBC 26.2 

Lever Bros. Co. 

3. Radio Theater Lever Bros. Co. Lux Soap and Flakes CBS 22.2 

4. Bing Crosby Kraft Foods Co. Various Products NBC 20.1 

5. Sereen Guild Lady Esther Ltd. CBS 20.0 
Players 

6. Charlie Standard Brands Chase and Sanborn NBC 19.7 
McCarthy Coffee 

7. Fred Allen Standard Brands Tenderleaf Tea, Blue NBC 19.6 

Bonnet Margarine 

8. Red Skelton B. and W. Tobacco’ Raleighs NBC 19.5 
—CH— Corp. 

9. Walter Andrew Jergens Co. Jergens Lotion ABC 18.8 
Winchellt 

10. Jack Benny? American Tobacco Lucky Strike Cigarets NBC 17.8 

Co. 

11. Jack Haley National Dairy Sealtest NBC 17.8 
with Eve 
Arden 

12. Amos ’n’ Andy Lever Bros. Co. Rinso NBC the f 

13. Eddie Cantor Bristol-Myers Co. Trushay, Ipana NBC 16.1 

14. People are B. and W. Tobacco’ Raleighs NBC 15.7 
Funny Corp. 

15. Joan Davis Lever Bros. Co. Swan Soap CBS 15.3 
with Andy 
Russell 


—CH— Computed Hooperating : 
*Includes second broadcast on Pacific Coast. 


Nutt Still with Packard 


The appointment of Dr. Arthur 
Nutt as power plants consulting 


Launches Lemon Drive 
Mutual Orange Distributors, 
Redlands, Cal., has launched a 


campaign for Pure Gold lemons, 
using spot announcements twice a 
day for five weeks in 18 principal 
cities in the Midwest, South and 


editor by Aero Digest, New York, 
announced in AA April 22, erro- 
neously reported Dr. Nutt as pre- 
viously director of aircraft engi- 


The market your advertising reaches through 
Southern Agriculturist is a market in which 


business is moving fast . . . and the reason is 
obvious. This market, the farm South, has such 
a high percentage of spendable income — 
35.6% of the realized net income of agricul- 
tural America. 


In spendable dollars this means $4,439,270.- 
000! * 


*Source: 


Oct. 1945, 


Crops and Markets, U. S. Dept. of Agriculture, 


nN ° 


— 
CULT URIS 


In this rich market Southern Agriculturist 
is eagerly read every month. More than 900,- 
000 farm families look to Southern Agricul- 
turist for information, advice, entertainment. 
Your advertisement in this dependable farm 


magazine will keep the wheels of your busi- 
ness turning fast. 


NASHVILLE @ ATLANTA @ LOS ANGELES © NEW YORK @ CHICAGO @ DETROIT 


Southwest. J. Walter Thompson] neering of the Packard Motor Car 
Company, Los Angeles, is the|Company. His connection with 
agency. Packard will remain unchanged. 


There is no 


VACATION 3 


for sales of your 


lt 


product in Michigan Vacation Land | 


Non-metropolitan Michigan has no let-down in re- 
tail sales during the summer months. From South 
to North, the opening of the spring fishing season 
heralds a six months’ influx of tourists that swells 
sales throughout the state. 


Your product advertising can reach this group only 
through the 21 Home Dailies published each 
evening in the communities where tourists enjoy 
Michigan's great out-of-doors. 


For information on how the 


MICHIGAN LEAGUE 
OF HOME DAILIES 


can better serve you, write 


SCHEERER & CO. 


35 E. Wacker Drive, Chicago | 
44| Lexington Ave., New York |7 
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Cudahy First 
with Margarine 
Test Package 


Chicago, May 2.—Butter - less 
and margarine-free Joliet, Ill., last 
week flocked to buy Cudahy Pack- 
ing Company’s Delrick margarine, 
the first to be introduced in the 
new thermoplastic container per- 
mitting home coloring without re- 
moval from the plastic container 
(AA, March 25). 

In the introductory test sale in 
Joliet, buyers of Delrich were 
asked to mail questionnaire cards 
to Cudahy, telling their reaction 
to the package. Hundreds of re- 
plies, the company said, revealed 
that public acceptance of the new 
package was overwhelming. Plans 
for distribution will include Cud- 
ahy outlets in the western half 
of the United States. 


Does Not Have ‘Exclusive’ 


Developed during the war, the 
container, named “E-Z Pak” by 
Cudahy, was patented by Leo 
Peters here, who said that while 
Cudahy does not have exclusive 
rights to the use of the container, 
it is the first company to use it. 

The tough quality of the plastic 
permits necessary kneading, last- 
ing only two to three minutes, to 
color the margarine. 

Only copy for the introductory 
sale were two advertisements, one 
of 500 lines and one of 1,000 lines 
in Joliet newspapers. 

Future campaigns are expected 
to include only newspaper copy. 


MichinanMetweek, 
WXYZ and WOOD 
Are Sold to ABC 


New York, May 2.—The Ameri- 
can Broadcasting Company has 
purchased all the outstanding 
stock of the King-Trendle Broad- 
casting Corporation, Detroit, Ed- 
ward J. Noble, chairman of the 
board of ABC, announced in St. 
Catherines Island, Ga., today. The 
purchase price was $3,650,000 in 
cash. 

King-Trendle owns Station 
WXYZ, Detroit; WOOD, Grand 
Rapids, Mich., and the Michigan 
Network, which supplies program 
service to stations in that area. 
The FCC must pass on the trans- 
action. 


Will Sell WOOD 


WXYZ is now affiliated with 
ABC and WOOD with NBC. King- 
Trendle, as a subsidiary of ABC, 
will retain WXYZ and the Michi- 
gan Network, but because of FCC 
regulations limiting, in some cases, 
the right of a network to own 
stations, WOOD will be _ sold. 
Other than retirement of present 
officers, no changes are contem- 
plated in the personnel of WXYZ, 
WOOD and the Michigan Network. 

The purchase does not include 
the Lone Ranger, Inc., the Green 
Hornet, Inc., and the Challenge 
of the Yukon, Inc. 

ABC now has five owned and 
operated stations—WJZ, New 
York; WENR, Chicago; KECA, 
Los Angeles; KGO, San Francisco, 
and WXYZ—and 200 independent 
affiliated stations. 


KLX Promotes Johnstone 


Alan B. Johnstone has been ap- 
pointed sales promotion and pub- 
licity manager for KLX, Oakland, 
Cal. Before joining the station six 
months ago, Mr. Johnstone was 


on the advertising staff of Hearst | 


newspapers. 


Reprints FTC Rules 


| 
| 


Because of the renewed activity | 
in advertising by correspondence | 
schools, the National Better Busi- | 
ness Bureau, New York, has re-_| 


printed the rules promulgated by 


the Federal Trade Commission on | 


Nov. 2, 1936. 


C-P-P Elects Healy 
and MacMillan V.P.s 


Robert Healy has been elected 
vice-president in charge of adver- 
tising of Colgate-Palmolive-Peet 
Company, Jer- 
sey City. He 
joined the ad- 
vertising de- 
partment in 
1934 and has 
been advertis- 
ing manager 
since 1942. 

Hugh R. Mac- 
Millan Jr., gen- 
eral supervisor 
of C-P-P since 
1945, has been 
named  vice- 
presidentin 
charge of production. He joined 
the company in 1941 as chief in- 
dustrial engineer. 


Joins LaRoche & Ellis 


Richard Wilcox, former asso- 
ciate editor of Life, and later with 
the U. S. Coast Guard and Camp- 
bell-Ewald Company, New York, 
has been named account executive 
of LaRoche & Ellis, New York. 


Robert Healy 


410 Programs Used 
AdCouncilThemes 


New York, May 2.—The Adver- 
tising Council’s radio division, in 
a summary of the first quarter of 
its assumption of new responsi- 
bilities, following the dissolution 
of the Office of War Information, 
announced today that 410 com- 
mercial and sustaining radio pro- 
grams regularly carried public 
service messages in the first quar- 
ter of this year. 

Participants in the network al- 
location plan include 120 national 
advertisers, with 200 programs, 43 
national spot advertisers with 60 
programs, and 150 sustaining pro- 
grams on the four major networks. 
The council estimates that time 
contributed to its 18 major pub- 
lic service campaigns covered 
more than four billion listener 
impressions. 

Top coverage was given to the 
Red Cross drive in March, with 
economic stabilization in second 
place and homes for veterans third. 


The council took over administra- 
tion of network and national spot 
allocation programs at the begin- 
ning of the year, after having 
handled it on an interim basis 
since September. In addition to 
network and advertiser allocations, 
the council services 900 stations 
through the National Association 
of Broadcasters. 


Steero Consomme 
Bows in N. Y.;: 


Jones Is Agency 


New York, May 2.—Duane 
Jones Company, which announced 
this week its appointment by 
American Kitchen Products Com- 
pany for Steero jellied consomme, 
has scheduled a campaign in the 
metropolitan area to break this 
month. The product, to sell for 12 
cents in chain stores and 15 cents 
in independent stores, is being 
distributed through A&P stores 
now. Distribution is limited to the 
New York area. 

Five chain-break and minute 
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announcements weekly for 13 
weeks will be broadcast over four 
New York stations, supplemented 
by newspaper copy in the New. 
York News and car cards. Rose- 
Martin, Inc., handles advertising 
for the company’s Steero bouillon 
cubes, 


Hav Nash Agency Formed 


Hay Nash & Associates, new 
Rochester, N. Y., agency, will be- 
gin operations May 1 in the Com- 
merce building. Forming the firm 
are Hav Nash Sr., former adver- 
tising manager of the Toronto 
Globe & Mail; Raymond Gugel, for 
10 years advertising manager of 
the National Clothing Company, 
Rochester, and Hav Nash Jr., for- 
mer member of the staff of the 
Rochester Democrat and Chronicle, 
who recently returned -from . the 
Royal Canadian Air Force. 


Appoints Metcalf s 

George T. Metcalf Company, 
Providence, R. I., has been ap- 
pointed to handle the advertising 
of Carl G. Peterson Company, East 
Providence, producer of machin- 
ery for the jewelry trade. 


MA 


geography.” No one is more fully aware of the importance of | 
regional goodwill than these well-known and respected 
leaders in the drug field. They pay their friendly, sales-building visits, 
month after month, by using the geographically-groomed 
pages of the B.R.D.G. These five regionally-edited, 
regionally-written, regionally-circulated journals provide a 
uniquely personalized kind of salesmanship no other drug paper can 
offer . . . state, national or association. That’s why 
the 5 B.R.D.G. books are being used consistently, resultfully 
and profitably by more and more leading firms with 


drug-store-type merchandise. You can, too—easily and inexpensively. 
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PACIFIC DRUG REVIEW 
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You don’t have to buy every 
drug paper to get complete, in- 
tensive coverage of your drug 
market. The five journals that 
make up the B.R.D.G. offer 
you a loyal, active and highly- 
influential readership that pro- 
duces results unmatched by 
any other drug paper—state, 
national or association. 


BASIC REGIONAL DRUG GROUP 
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NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 
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Blackout Slows 


Industry, Trade 
in Chicago Area 


(Continued from Page 1) 
Northern Utilities Company, Pub- 
lic Service Company of Northern 
Illinois and Western United Gas 
and Electric Company. 


5-Day Industry Limit 


The “blackout” affects industry, 
retail stores, publishers and ad- 


vertisers in many ways. A round- 


up of rulings and developments 
follows: 

General—Manufacturers and in- 
dustrial users of electric power 
are limited to a weekly total of 24 
hours of service from Monday 
through Friday. 

Commercial users—Department 
stores, offices, theaters, bars, night 
clubs, sports arenas and such must 
operate with electricity only from 
2 to 6 p.m., Mondays through 
Saturdays. 

Display—All show windows, 
electric signs, spectaculars, out- 
door boards, display lighting and 
ornamental lighting are banned. 

Printing & Publishing—News- 
papers, magazines, business papers 
and other periodicals were ex- 


THAT LEADS THE NATION 
REGAINING INDUSTRIAL 


"U.S. Dept. of Labor Statistics 


WICHITA IS A HOOPERATED 


Si 
KE ha 


First in war and first in peace 
—that’s WICHITA, THE CITY 


PLOYMENT. *With a record of 
233.32% employment gain over 
the prewar period, Wichita workers 
are busy, and that means busy dol- 
lars in Kansas’ richest market. 


You'll find that KFH, the selling sta- 
tion in Wichita, can put your product on 
top in this rich market and keep it there! 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET ggg 


IN 
EM- 


cITY 


WICHITA 
CBS . . . 5000 WATTS DAY AND NIGHT . 


. CALL ANY PETRY OFFICE 


empted from the order’s provisions | 
limiting industrial use of powe1 
to 24 hours a week. Common- 
wealth Edison attorneys, charged 
by the state with interpreting the 
regulations, gave the opinion that 
printers, engravers, stereotypers 
and binders would be exempted to 
the extent necessary to maintain 
the public service of the period- 
icals. 


Photo Engravers Hit 


Direct Mail & Catalogs—aAll cat- 
alog, direct mail and book print- 
ing, engraving and binding comes 
under the blackout order. Sup- 
pliers will be limited to such work 
as can be performed during the 
24 hours weekly allowed to other 
manufacturers. 

Advertising agencies—Most ad- 
vertising agencies and publishers’ 
representatives placed their staffs 
on the 2 to 6 p.m. schedule. The 
Palmolive, Wrigley, London Guar- 
antee and other buildings housing 
agencies cut morning elevator 
service to a fourth or fifth of nor- 
mal. 

Engravers—The Chicago Photo 
Engravers Association reported 
this afternoon that most plants 
will not operate at night. Most 
engravers are permitted 12 hours 
of work between the issuance of 
the order and 6 p.m. tomorrow. 
Next week they will be permitted 
a total of 24 hours’ work. Most 
engravers plan to operate from 
9 am. to 2 p.m., Monday through 
Thursday,.and from 9 a.m. to 1 
p.m. Friday. Some plants will 
work six hours daily from Monday 
through Thursday, and shut down 
completely Friday, Saturday and 
Sunday. 


Too Late to Stop Ads 


Outdoor—Both General Outdoor 
Advertising, largest outdoor oper- 
ator, and Federal Electric Com- 
pany, which owns many of the 
downtown spectaculars and hun- 
dreds of electric signs here, report 
that they will comply fully and 
immediately with the order. By 
Thursday evening only a few scat- 
tered boards and signs were still 
lighted. 


Department stores— Unable to 
recall heavy Sunday newspaper 


advertising schedules, already on 
the presses when the order was 
issued, Chicago’s famous State St. 
stores and other retailers said that 
they would have to delay full 
compliance until next Tuesday. 
At a joint meeting today, mem- 
bers of the State St. Council and 
the Chicago Retail Merchants As- 
sociation agreed to reduce con- 
sumption immediately to the ex- 
tent that they had in compliance 
with the wartime “brownout.” 


Ask Change in Time 


Scheduled for immediate black- 
out were all show cases and win- 
dow lighting, decorative lighting, 
signs and any other lighting and 
power not “essential to the pub- 
lic.” The retailers have asked that 
their store hours be set from 1:30- 
5:30 p.m., instead of the 2-6 p.m. 
schedule established for all busi- 
ness. Illinois Commerce Commis- 
sion and Commonwealth Edison 
officials refused to exempt depart- 
ment stores and demanded that 
they adhere to the generally es- 
tablished hours immediately or 
face a cut off of power. 

Chicago newspapers report that 
department store and amusement 
schedules had not been canceled 
through Sunday, but anticipated 
some curtailment next week. 


‘Amusements’ Undecided 


Amusements—The only group 
unable to reach an immediate de- 
cision for full compliance was the 
amusement industry. Seven legiti- 
mate theaters advertised in to- 
day’s afternoon papers that the 
night’s performances will go on as 
usual. Motion picture theaters 
continued their p.m. ads, and con- 
sidered their future action in all- 
day meetings. All legitimate and 
motion picture theaters stayed 
open with blacked-out marquees. 
Compliance by taverns and night 
clubs was spotty. 

Spokesmen for both groups, as 
well as those for the indoor sports 
activities, object strenuously to the 
decision that they must not use 
electricity in the evenings. They 
point out that matinee prices are 
lower than those in the evening, 
and that most of their traffic comes 
in the evening. They say that they 


For further imformation 
and quotation write tm- 
mediately— 


OHIO ADVERTISING DISPLAY CO. 


Gives you these 
important features. » 


1. COLORFUL NEON 


2. PATENTED PLASTIC 


FRAME 


3. NEW VIVID COLORS 


We provide the complete dis- 
lay. No quantity too large. 


rompt delivery. 


1216 Jackson St., Cincinnati 10, Ohio 


Latest development in adver- 
tising displays! The skeleton 
Neon with its patented plas- 
tic frames is a combination 
that's unique, colorful and 
most effective. The frames 
are parallelogram in shape, 
rich in color combination 
which improves the daylight 
appearance of the Neon; re- 
duces tubing breakage; in- 
stalled easily, quickly. Frames 
produced under Austin & 
Austin Patent No. 2,296,893. 


New York office 
Austin & Austin, Inc. 
1775 Broadway. 


Union label furnished for all 
displays 
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/would use no more electricity in 
evening performances. than in 
matinees. 


COAL OPERATORS 
BLAST LEWIS PLEA 

Washington, May 2.— The 
month-old coal strike burst into 
the advertising columns of 60 met- 
ropolitan newspapers this week as 
the National Coal Association went 
to the country in opposition to the 
United Mine Workers’ demand for 
a royalty on every ton of coal 
mined. 

Breaking the calm—amounting 
almost to indifference— that has 
surrounded the coal stoppage, the 
coal operators, through Benton & 
Bowles, placed 1,000-line ads 
warning that the union’s prin- 
ciples “would mean that manage- 
ment would cease to function 
without the consent and approval 
of a union overlord.” 

With the banner headline, “It’s 
Important to You—This Coal 
Strike,” the ad cited the need for 
corrective legislation to insure that 
the union demands do not “wreck 
the American competitive enter- 
prise system.” 


Negotiations at Standstill 


Meanwhile, negotiations  be- 
tween the operators and the union 
remained at the standstill reached 
a week ago when John L. Lewis 
stalked out of the conference after 
reading a picturesque indictment 
of the sins of the operators. 

Government mediators appar- 
ently found little inclination to 
mediate on either side, as the war- 
ring parties settled down for what 
appeared to be a prolonged siege. 
The NCA ad barrage left the mine 
workers tranquil, determined to 
ignore the publicity. 

Already OPA and CPA officials 
have warned that the coal stop- 
page can be a body blow to reviv- 
ing civilian production. Today 
CPA Chief John Small urged elec- 
tric power firms to take special 
steps to conserve their diminish- 
ing coal supplies. 


Separate Campaign 


The National Coal Association 
ad, which may be followed by a 
second and third as the strike con- 
tinues, is in no way related to the 
coal industry’s ordinary advertis- 
ing and promotional activity 
through the Bituminous Coal In- 
stitute. 

The institute, which also uses 
Benton & Bowles, has been spend- 
ing nearly $1,000,000 a year in 
newspapers and magazines to pro- 
tect the market for coal, and 
achieve other public relations ob- 
jectives, 

Ordinarily National Coal As- 
sociation does not do any adver- 
tising, but the association will 
continue to take the fight to the 
public through ads as the strike 
continues. 


Funduklian Promoted 


Arto Funduklian has been pro- 
moted from advertising and pub- 
licity manager to sales promotion 
manager of A. & M. Karagheusian, 
Inc., New York, maker of Gulistan 
rugs and carpets. Charles B. 
Konselman, recently with Wick- 
wire Spencer Steel, New York, 
takes over Mr. Funduklian’s for- 
mer duties. The company plans 
expanded advertising and mer- 
chandising in the near future. 


Andrews Joins ‘Sun’ 
Maxwell I. Andrews, formerly 
with the Bureau of Advertising, 
ANPA, and previously with the 
John Budd Company, New York 
publishers’ representative, has 


|joined the New York Sun as as- 
|sistant national advertising man- 
| ager. 


'Franklin Bruck Elects Two 


| Joseph Shaw and Jules Nathan, 
jart director and marketing and re- 
isearch director, respectively, for 
ithe Franklin Bruck Advertising 
Corporation, New York, have been 
elected members of the board of 
directors. 
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Seals of Approval 
Standards Drafted 


by ASA Committee 


(Continued from Page 1) 
changed its seal and guaranty as 
a result of a Federal Trade Com- 
mission action in 1941, now grants 
to 358 advertisers the right to use 
its seal. Parents’ Magazine’s seal 
is used by 249 advertisers. Many 
other advertisers use the seals of 
independent laboratories, com - 
pany-owned laboratories, under- 
writers and other groups. The 
American Gas Association’s seal 
certifying that gas appliances meei 
AGA standard specifications is 
widely used. 

Sentiment at the committee 
meeting and in written comments 
seemed to be generally in favor 
of the proposed standard, ASA 
said in its announcement. The 
sub-committee, consisting of 
Frank Thornton, National Elec- 
trical Manufacturers Association; 
George S. Frank, National Asso- 
ciation of Purchasing Agents, and 
Alvin C. Purdy, Association of 
Consulting Chemists, will rewrite 
the foreword and certain sections. 

The foreword explains the need 
for a standard by saying that “a 
retail purchaser does not have the 
facilities for testing a product 
himself, and must, therefore, de- 
pend upon testing and certifica- 
tion procedures of independent 
agencies.” 


Responsibility Limited 


A report approved by ASA set 
up criteria for the standard: 

“Any program of certification, 
labeling, or grade marking, in 
order to be adequate, should be 
based upon specifications which 
are publicly available and nation- 
ally recognized. 

“It is for the group or groups 
substantially concerned with the 
specifications to decide whether 
there is to be certification or label- 
ing, and the ASA itself cannot 
directly take primary responsibil- 
ity in respect to such activities. 

“Any certification or labeling 
program should be_ effectively 
supervised by a properly quali- 
fied body, e.g. a trade association, 
or a testing laboratory, operating 
under proper administrative man- 
agement.” 

As a result of the meeting, and 
criticisms advanced by some of 
those interested, including Isaac W. 
Digges, attorney for Good House- 
keeping, this foreword will be re- 
written. Mr. Digges, in a written 
opinion, said that the foreword 
went further than the standard 
itself in setting limits on public 
certification procedures. 


Two Parts Get Okay 


Two paragraphs in the standard 
itself will be substantially re- 
written, it was understood, and 
changes made in several others. 
The two paragraphs are: 

“5. Sampling and Examination. 
The nature, extent and responsi- 
bility for initial sampling and ex- 
aminations—inspections, analyses, 
tests, etc.—shall be stated. 

“7. Certifying Agency. Certifi- 
cation shall be upon the responsi- 
bility of a qualified trade asso- 
ciation, testing agency, society or 
other nationally recognized or- 
ganization. The testing agency 
shall be of demonstrable inde- 
pendence and competence in the 
field involved.” 

In particular, the “demonstrable 
independence and competence” 
phrase in paragraph seven is ex- 
pected to be clarified and qualified. 
In paragraph five, it is expected 
that the word “initial” will be 
changed to “all” and other quali- 
fications made. 

Other sections of the standard 
provide for declaration of the 
qualifications of the certifying 


agency; employment of nationally 
recognized standards or standards 
agreed upon by competent con- 
sumer-producer and general in- 
terest participation; requirement 
that, in general, “sampling and ex- 
amination be recurrent, periodic, 
systematic and adequate in ex- 
tent”; identification of the certify- 
ing agency; identification of stand- 
ards, and a referral of questions 
to an impartial referee. The pro- 
posed standard also states that all 
information regarding certification 
be made available to the public 
on request. 


Winslow Names Agency 


Winslow Mfg. Company, Stam- 
ford, Conn., maker of electric 
clocks, has named Wilson, Haight 
& Welch, New York and Hartford 
agency, to handle its account. 


Thermaflo to Randall 


Randall & Co., Hartford, Conn., 
has been named to handle adver- 
tising for Thermaflo fireplace 
heating units made by Eastern 
Connecticut Welding Company, 
New London. 


GM Seeks Crosby 
for New Program 


(Continued from Page 1) 
ticipating in a live show if he can 
avoid it. He would prefer to ne- 
gotiate for a transcribed show, 
such as that reportedly offered 
him by ABC, for two reasons: 
(1) He could do the shows when- 
ever he wanted, instead of having 
to appear at a studio at stated 
times weekly; (2) far more im- 
portant, he believes that his “ap- 
pearance” on his own recorded 
show would automatically drive 
Crosby recordings off the air be- 
cause such recordings on non- 
Crosby air time would constitute 
“unfair competition.” 

It is no secret that the crooner 
has long had a desire to prevent 
radio stations and sponsors from 
cashing in on his ability and popu- 
larity through the use of his rec- 
ords, 


Symphony Goes On 


In the meantime, GM has given 
up its time on the air, and the 


NBC symphony will continue un- 
sponsored during the summer, so 
that a replacement for the current 
show will not appear before fall. 
A definite decision on a replace- 
ment will probably not be reached 
for several weeks. 

The agency for GM’s symphony 
series is Kudner Agency, which 
continues to handle Henry J. 
Taylor twice a week on Mutual 
for GM, as well as the corpora- 
tion’s institutional advertising in 
Magazines. 

A special GM committee was 
set up to discuss the corporation’s 
radio activities, but final decision 
on a new program will be made 
by the administrative committee, 
of which C. E. Wilson, corpora- 
tion president, is chairman. 


La Rocque to Publish 
Directory for Flyers 


La Rocque, Inc., New York pub- 
lisher, on Aug. 1 will issue a mag- 
azine for private flyers and 
personal plane owners called Reg- 
istered Travel Service for the Pri- 
vate Flyer, with a guaranteed dis- 
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tribution of 10,000 copies. In 
addition to private subscription, 
distribution will be effected 
through several aviation com- 
panies. At first, distribution will 
be restricted to flyers in New 
England, New York, New Jersey, 
Pennsylvania and Ohio. Advertis- 
ing will be accepted, and the mag- 
azine will probably be a quarterly. 
Royal & de Guzman, Inc., New 
York, is the agency in charge. 


Studies Circulation 
of Paris Newspapers 


A study by Echo de la Presse 
into the sale of Paris dailies 
through wholesalers reveals the 
following circulation figures for 
February: Ce Soir, 560,000; Paris- 
Presse and France-Soir, both 494,- 
000; Libe-Soir, 305,000; Le Monde, 
169,200; La Croix, 161,500; Tele- 
Soir, 150,000; Cice-Soir, 140,000: 
Soir-Express, 89,000, and L’Etoile, 
67,500. 


Shoe Firm Names Harney 

Erlich & Solar Shoe Company, 
Boston, has announced the ap- 
pointment of Ray Harney as sales 
manager. 


“) OF DIAMOND BOOK MATCH 


Not the advertiser . . 


. not as much as most people think! 


According to our nationwide survey, 60.4 per cent of 


advertising men believe the advertiser pays the largest 


share of the cost of Book Matches as advertising media. 


But here is the fact. 


The advertiser pays only 17% 


of the total cost of Diamond Book Matches, produced and 


distributed with his advertising message, to any or all 


parts of the United States. Fighty-three per cent is 
paid by the consumer or retailer. Compare 


these percentages to those of other media. 
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ADVERTISING ? 


This is one reason why Diamond Book Match advertising 


is economical... why Diamond 


Book Matches are out- 


pulling other and better known media on a cost basis 


in actual tests... why it will pay you to learn all the 


latest facts about Diamond Book Match advertising. 


To learn these important facts—and to learn how Dia- 


mond Book Matches can bring you more sales at less cost 


—clip and mail the coupon today. A Diamond 


; 


Book Match specialist will be glad to call to 


see you and give you full information. 


ony ee to a Man Size Media Problem 


To: Diamond Match Company, Dept A-5, 310 S. Michigan Ave., Chicago 4, lll. 
1 would like more information about Diamond Book Match Advertising. 
Please call on me at.......... o'clock, day....-+++, MON. o cccccece 
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advertising’s | 
best 


Best sellers get that way 
because more people read them...and more 
Management Men will read these advertising best 


sellers in FORTUNE than in any other magazine..-. 
» ai We 
According to a recent survey, 4.7%: of 
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FORTUNE’s 210,000 subscribers regularly read 


the advertising. In fact, 67 2% will read the =f forge 


advertising pages before reading the articles. . ie Wigs Pic, 2 
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It’s a business-first habit of the 


nation’s best industrial buyers to see 


” 
what’s selling in FORTUNE. You Huns; le mach; : Pings 
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WHERE INDUSTRY'S BEST BUYERS 


READ ADVERTISING’S BEST SELLERS 
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“Trimly tailored, finely finished, up-to-the- 
minute frosted aah . . . Tasteful. graceful, 
- modern... PERMANIZED to give your 
bedroom lasting style : 
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FURNITURE 


Jast run your-hand over the satin-smocth 


OPENING BLAST—The Mengel Co., Louisville, will open its $500,000-a-year 
advertising drive to become the "General Motors of furniture” with this four- 
Placed by Marschalk & Pratt, New York, 
the copy will appear in The Saturday Evening Post, May 18, and later issues 
of American Home, Better Homes & Gardens, House Beautiful and Ladies’ Home 


color page in national magazines. 


Journal (Story on Page 58.) 


NEW WRAP—Uneeda Biscuit, which 
made its appearance in 1899, and 
claims to be the first packaged bakery 
product sold nationally, has adopted 
this new wrapper. The package keeps 
its well established identity but has 
added a full-color reproduction of the 
cracker to each panel. 
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SNAG CHICAGO ART DIRECTORS 
AWARDS—Medal award winners in the 
annual art directors exhibit, sponsored 
by the Art Directors Club of Chicago, 
were (1) Direct mail: Peter Hurd, artist; 
Bert Ray and H. Fritzlen, art directors; 
advertiser, Abbott Laboratories. (2) 
Newspapers: Perry Barlow, artist; Frances 
Owen, art director; advertiser, Marshall 
Field & Co. (3) Editorial art: Susanne 
Suba, artist; Frances Owen, art director; 
advertiser, Marshall Field & Co. (4) 
Mass magazines (photography): Emelie 
Danielson, artist; Tom Ross, art director; 
advertiser, Duncan & Miller Glass. (5) 
Mass magazines: Manuel de Falla, artist; 
W. Reinsel, art director; advertiser, i - or 
Farnsworth Television & Radio. (6) Busi- | telly and Tita 
ness papers: Dave Mink, artist; Lee King, 

art director; advertiser, General Ameri- , 
can Transportation Corp. (7) Complete | 
advertisement: Al Moore, artist; Robert 

D. Dohn, art director; advertiser, Pepso- 
dent division, Lever Bros. Co. (Story on 

Page 47.) 
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TIMELY SUBJECT— Willard French, 
president of Brooke, Smith, French & 
Dorrance, and Blount Slade, executive 
on the Jas. Barclay & Co. account, look 
at one of the current Corby’s Reserve 
newspaper ads dealing with the whisky 
shortage, titled “In a jam on how to 
find Corby's Reserve, a grand old 
Canadian name." 


ON THE LINE—The Bristol-Myers sig- 
nature goes onto contracts for Vitalis’ 
sponsorship of the Kentucky Derby, 
bringing the event to television fans 
for the first time May 5. Left to right 
are Donald X. Clifford, of Doherty, Clif- 
ford & Shenfield; Joseph M. Allen, vice- 
president and ad manager of Bristol- 
Myers, and George Moskovics, com- 
mercial manager of WCBW, New York. 


ARHSEWIORTH 


WITH OR WITHOUT—The new radio set being admired by officials of Stewart- 
Warner can be used as a table model (without the legs) or as a consolette (legs 
attached), and has "Strobo-Sonic tone" and other features. Left to right are 
Floyd D. Masters, manager, radio division; L. B. Pambrun, ad manager, radio 
division, and John Brandenburg, assistant manager of the division. 


SINGER MEETS ANGELS—At a Hollywood party celebrating the opening of 

Bourjois’ “Evening in Paris'' CBS program, Tony Martin, star of the show, center, 

meets, left to right, C. Burt Oliver, general manager of Foote, Cone & Belding's 

Hollywood office; Don Belding, FC&B chairman; J. B. Brennan, sales manager 

of Bourjois, and Carlyle C. Prindle, ae of Bourjois Sales Corp. of 
California. 
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The year 1777. In the humble cottage of a 

poor English weaver, a little Quaker boy of 

eleven years sat reading by the flickering light 

-of a candle. As he read, a great resolve grew in his 
heart . . . a resolve to find out the exact nature of the 
matter that makes up the universe. 

To realize this tremendous goal, John Dalton faithfully and 
fervently read an English national publication, “The Ladies’ and 
Gentlemen’s Diary and Woman's Almanac.” This magazine 
offered more than just entertainment. It published the latest 
news of science . . . awarded prizes for solutions of difficult 
mathematical problems. 

For.twelve years the boy worked religiously on every math- 
ematical problem the magazine published. He made progress. 
In 1789, he won a national prize for his answer to a particu- 
larly challenging question on “hydrostatic equilibrium.” 

Then, in 1810, he stood up to lecture before a little-known 
“philosophical” society in England, and made one of the 
most earth-shattering statements ever heard .. . 


His Atomic Theory 
Modestly, he mentioned that he had been conducting “an 
inquiry” into the “sltimate particles of bodies.” He didn’t 
like the words “particle” or “molecule.” “I have chosen,” he 
said, “the word atom because I conceive it much more ex- 
pressive.” Calmly, he went on to explain that in his Atomic 
Theory he had assigned definite numbers and weights to many 
of the elements of which matter is made. 

Not a single person in the audience thought anything re- 
markable had happened. They clapped politely . . . But John 
Dalton had started the train of investigation which led straight 
to Uranium 235, to New Mexico, to Hiroshima and Nagasaki. 


From this Boy's READING 


ame the ATOMIC AGE 


His reading, his untiring experiments with “hydrostatic equi- 
librium,” had helped him understand what no man ever under- 
stood before—THE ATOMIC STRUCTURE ON WHICH’ OUR 
WHOLE UNIVERSE IS BUILT. 


Reading Stimulates the Mind 


No one knows at what instant the first glimmer of the Atomic Theory 
flashed into John Dalton’s mind. But we do know that the human mind 
works by association . . . one idea suggests another. And it is through read- 
ing that great minds have prepared the way. For it is the impression value of 
what one sees that registers indelibly on the mind and is never forgotten. 

Just as, through reading, John Dalton kept abreast of the scientific 
knowledge that eventually helped him solve one of nature’s greatest mys- 
teries, so, through The American Weekly, millions of readers today keep in 
touch not only with the latest discoveries of science but with every facet 
of life. The.brilliant yet clearly written articles in The American Weekly 


HE 


Greatest 
Circulation 


in the World 


Hanna Bidg., Cleveland 15 + 


run the gamut of man’s emotions—love to hate, fear to bravery, joy to 
sorrow . . . treat generously of man’# adventures in art and literature . .. 
tell inspiringly of his enrichment from medicine, from religion. 

The clear and foresighted reporting on the progress of the Atomic Age 
is typical of the editorial vision and scope of content which has made The 
American Weekly such an extraordinary influence. As far back as May 25, 
1924, The Weekly published an article on atoms, “Power Enough in 4 
Glass of Water to Drive an Ocean Liner.” In a recent authoritative series 
of articles predicting the nature of things to come, The Weekly has been 
reporting on “The Broken Atom—and Our Destiny.” 

The American W eekly, distributed through a group of great Sunday news- 
papers, is read faithfully by men, women and children-in more thao 
8,000,000 homes from Coast to Coast. 


se ” a 3 
The manufacturer who associates bis product or bis company's name with 
such an influence is tying in with the greatest known force in advertising. 


MERICAN 
\\/EEKLY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


BRANCH OFFICES: 5 Winthrop Sq., Boston 10 + Arcade Bidg., St. Lowis 1 + Hearst Bldg., Chicago 6 + 101 Marietta St., Atlanta 3 
General Motors Bldg., Detroit 2 + Edison Bldg., Las Angeles 13 + Hearst Bldg., San Francisco 3 
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